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your coffee tHavor safe trom air: 


Air is an ever-present enemy that 
never ceases its attack on coffee’s 
delicate aroma. 

You, as a roaster, know the dam- 
age that can be done to your coffee’s 
flavor (and your business reputation ) 
if air is allowed to get at it. 

Stop this danger right now by 
turning to vacuum-pack Canco Con- 
tainers—the can with the key! 

And aside from beating the air 


= cant get stale 
when tts vacuum-packed in cans 


problem, Canco’s vacuum-pack cans 
are so much easier to fill, close, store 
and display. They don’t break, so 
there is no loss in packing or in transit. 

Also Canco’s better lithography 
gives your brand name a bright ad- 
vantage on the shelf. 


So many obvious advantages 
make a change to Canco’s vacuum- 
pack cans almost a must—why not 
change now! 
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When a “home service” industry decides to oper- 
ate its own coffee-processing plant it might seem 
headed for complications and a heavy burden of ex- 
pense. This, according to Geo. F. Hellick, isn’t 
necessarily so. 

He has cannily tied his “wagon route” enterprise 
to a BURNS one-man-operated plant. The plant 
investment is small; yet, with the Burns roaster, The 
Geo. F. Hellick company gets the advantage of the 
Thermalo process—world-standard for excellence in 
coffee-roasting results; and the Burns 8-roll granu- 
lator puts the grinding department on the same 
plane of efficiency, handling (and duplicating) any 
degree of reduction with clean-cut accuracy and 
uniformity. The recirculating green coffee cleaner 
(located on the floor below the roasting room) 
further contributes to this assurance of a quality 
coffee product. 

Extras such as a penthouse distribution-hopper 
and use of the lower story, facilitate material- 
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_ SAMPLES OF TEA AND ¢ 
llth AVENUE AT 43rd STBEET ° 


GEO. F. HELL 
Easton, Pa. 


sets up its own processing plant to supply Thermalo- 
roasted coffee to consumers on Hellick-established 
“wagon routes.” The plant equipment consists essen- 
tially of a Burns No. 23 Thermalo Batch Roaster (SO0-Ib. 
capacity), Stirflex Cooler, self-regulated Stoner, 8-Roll 
Granulator and Green Coffee Cleaner. A modern Burns 


system also is employed. 


handling (by a BURNS-engineered system) and 
provide the maximum benefit of gravity-piping dis- 
tribution. But Geo. F. Hellick insists it’s “the 
world’s most compact plant’—virtually automatic 
in operation, and smoothly turning out three 500- 
Ib. batches of Thermalo-roasted coffee per hour on 
the most economical production-cost basis possible. 
Actually a model plant for daily capacity require- 
ments of 10,000 Ibs. or so. Up to the minute in 
modern efficiency! 
NOTE:—Burns “packaged” coffee-roasting plants 
—capacities 10,000 to 60,000 lbs., roasted weight, 
per 8-hr. day—all are engineered for maximum over- 
all economy in investment and operation, while 
maintaining highest quality standards. Write for 
descriptive bulletins. 
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PLANTS 


GAIR GOOD NEIGHBORHOOD SERVICE 


PAPERBOARD 


ROBERT GAIR proudly maintains a GOOD NEIGH- 
BORHOOD SERVICE in every GAIR NEIGHBOR. 
HOOD PLANT, This friendly and highly valued 
SERVICE embraces every desired element of 
Shipping Container Service. 


Without obligation Robert Gair offers a helping 
hand in solving shipping container problems. 
At your service is an organization replete with 
top-Hight technicians in research...creation of 
new ideas for better containers.. .and new prac- 
tical methods of sealing containers, by hand 


or by machine. 


For many years Robert Gair has extended close 
cooperation and collaboration with many manu- 
facturers whose famous products are shipped 
to market with the protection of Gair Shipping 
Containers. 


Write for your Free Copy of 
1. Sealing of Corrugated and Solid Fibre Containers, or 
2. Container Handbook, 


ROBERT GAIR COMPANY, INC. 


TORONTO 


155 EAST 44th STREET, NEW YORK 
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Byrne, Hendrickson & Co. 
Coffee 


NEW YORK 


Cable Adress MEMBER OF 


“VICAFE” IN CHAN 104 Front Street 


Agents for Reliable Shippers in Producing Countries 


Specializing in 
Agents for: 


BRAZILS 
COLOMBIANS MORGAN SOUTTER & CIA., LTDA. 
SANTOS 
VENEZUELANS 


is preferred --because of its 


@ True Characteristics of Mild Coffee 
®@ Cultivation in High Altitudes 
@ Preparation by Best Known Methods 


Expert Care in Final Removal of Defects 


PORT AU PRINCE, HAITI 
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Now more than ever 


it is time to save with 


PORTUGUESE WEST AFRICANS 


(ANGOLA) 


NOVO REDONDO AMBOIM LIBOLO AMBRIZ * ENCOGE CAZENGO 


THEY ARE SWEET 


and they will bring down 


the cost of your blends. 


The quality 
is inspected by 


Junta dE Exportacko po Caré CovoniaL 
Head Office: 
Rua Augusta 27, Lisboa, Portugal 


Branches: Cabo-Verde @ S. Tomé Angola 
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Whatever Your Packaging Problem May Be- 


Gaylord Should Be Consulted 


Gotten Engineering and Research facturers’ packaging problems but have 
men have come up with solutions to saved them money, too! 

packaging problems that few people So, regardless of the nature of your 
realized could be accomplished with product, call a Gaylord Sales Office. 
corrugated boxes. The Gaylord representative will make 
Ingenious designs affording ample pro- available to you the services of Gay- 
tection have not only solved many manu- lord's Engineering and Research. 


GAYLORD CONTAINER CORPORATION General Offices: ST. LOUIS 


New York + Chicago « San Francisco « Atlanta «+ New Orleans « Jersey City 

CORRUGATED AND SOLID FIBRE BOXES@ Seattle Indianapolis Houston Los Angeles Oakland + Minneapolis 
Detroit + Jacksonville + Columbus + Fort Worth « Tampa «+ Cincinnati 

FOLOING CARTONS @ Dallas + Des Moines « Oaklahoma City + Greenville « Portland + St. Louis 
KRAFT GROCERY BAGS AND SACKS@ San Antonio + Memphis «+ Kansas City + Bogalusa + Milwaukee 
Chattanooga + Weslaco + New Haven « Appleton « Hickory + Greensboro 

KRAFT PAPER AND SPECIALTIES @ Sumter + Jackson Miami Omaha + Mobile «+ Philadelphia 
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YOURS for the asking 


The booklets listed below contain special- 
ized, detailed information on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail 


8—cotomsian COFFEE MAP AND 
BOOKLET 

Wall Map showing coffee districts, num- 
ber of trees, highways, railways, cableways, 
and various statistica! information (Ask for 
14-A). Revised pocket-size booklet “The 
Land of Coffee” including a section on 
“The How and Why of a Good Cup of 
Coffee.” Available from the National Fed- 
eration of Coffee Growers of Colombia, 
120 Wall St., New York. 


9_ Lavon SELECTOR 

A handy Flavor Selector and Cost Cal- 
culator for the use of flavoring manufac- 
turers. Also Catalog and Price List cover 
ing the complete range of essential oils, 
concentrates and flavor materials. Fritzsche 


Bros., Inc., 76 Ninth Ave., New York 11 


10—recionar ROASTING PLANT 

“The Case for the Regional Roasting 
Plant’’ is the title of a new four-page, 
two-color folder issued by Jabez Burns & 
Sons, Inc., 11th Avenue at 43rd Street, 
New York 18, N. Y. The folder dis- 
cusses the advantages of plant decentrali- 
zation in the coffee field and describes the 
various types of regional roasting plants 
which can be set up to meet different 
needs—from the one-man-operated plant 
to the three-unit roaster battery plant. 


l 1 SEALING TEXTBOOK 

This little textbook on the sealing of cor- 
rugated and solid fiber containers has four 
chapters: 1. Adhesives—Hand Sealing and 
Automatic Sealing; 2. Gummed Paper Tape; 
3. Metal Stitches and Staples; 4. Metal 
Straps or Wire. The 36-page book is avail- 
able free from the Robert Gair Co., Inc., 
155 Fast 44th Street, New York 17, N. Y. 


12 FILLING AND PACKAGING MACHINERY 

For Silex ground and for pulverized 
coffee, also for whole bean and steel cut 
coffee. Filling machines, carton filling and 
sealing machines, bag and envelope fillers 
and sealers, Cellophane and pliofilm  pack- 
aging machines. Special bulletins for each 
type of equipment. Stokes and Smith Co., 
Department S$, Frankford, Philadelphia 24, 
Pa 


13 COFFEE, TEA, TEA BALLS 
PACKAGING SERVICE 
Complete set of samples of stock tea, tea 
balls and coffee cartons sent on request 
Label samples also available. Specialists in 
Tea and Coffee Packaging. Rossotti Litho- 
graphing Co., Inc., North Bergen, N. J 


14—xesravr ANT COFFEE SERVICE 

Illustrated, 46-page catalog gives com- 
plete specifications and prices on coffee 
makers of all types for use in hotels and 
restaurants. Parts and accessories also ful- 
ly covered. Sieling Urn Bag Co., 927 W. 
Huron St., Chicago 22, Ill. 
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Why people buy 
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THIRTEEN-YEAR TREND IN COFFEE BUYING 


As Shown by Psychological Barometer — The Psychological Corporation 
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interviews. 


A. psychological analysis of people's cotfee drinking habits 


COFFEE AND TEA 


By Dr. Albert D. Freiberg, 
Vice President 
The Psychological Corp. 


This article, from Advertising 


Agency and Advertising & Selling, sets 


out to answer a question of never- 
ending interest to coffee firms Dy 


Freiberg, the author, has been director 
of the Marketing and Social Research 
Division of The Psychological Corpor- 
ation since 1942, and vice president 


since 1944, He has been with The 
Psychological Corporation since the 
summer of 1935 when Dr. Link in- 
vited him to join their professional 
staff. His first introduction to market- 
ing research was in 1933 while a 


Graduate Student at Cornell Univer- 
vty. During bis 
superwised and conducted a wide var- 
iety of interviews, including Brand 


Barometer interviews of the kind re- 


graduate ork, he 


ported on mm this article 


In view of the sharp rise in coffee 
prices, (last fall—Ed.) the influence 
of price on the purchase of brands 
is a timely topic. An evaluation of 
the price factor the past may 
throw some light on its importance 


m 


now. 

As psychologists, we are primarily 
interested in what makes people tick 
Why do they behave as they do, and 
how can their behavior be changed ? 
Indeed, psychology may be briefly 
defined as: “The scientific study of 
people's habits, first so that those 
habits can be better understood, sec- 
ond, so that they can be better con- 
trolled.” 

Since 1932, when Dr. Henry C 
Link originated The Psychological 
Barometer, we have been measuring 
and studying people’s drinking and 


eating habits. Some major merchan- 
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dising policies have been based on the results of these 
studies. In 1942 The Psychological Corporation began 
its Beverage Biography Survey based on a method devised 
by the author. This survey, made once or twice a year 
with 25,000 personal interviews, covers all types of bev- 
erages and has given us a comprehensive picture of the 
drinking habits of urban America, beginning with chil- 
dren at the age of eight. 

All this research would be a waste of money and time 
if it could not be used to predict people's buying be- 
havior. The modern merchandiser today is almost over- 
whelmed with the mass of research data that comes to his 
desk month after month. One important problem is 
how to distinguish between short term or temporary 
changes in people's behavior and long term trends. Many 
costly mistakes can be made by trying to follow or keep 
up with the successes of competitors which prove to be 
only temporary successes. 

Therefore, the emphasis in this article will be not on 
the research data but on the use of those data in predicting 
trends and analyzing their causes. 

Next to the drinking of water the drinking of coffee 
has become the most widespread of all American bev- 
erage habits. Perhaps drinking water should not be 
called a habit, but drinking coffee is definitely a habit. 
Alternatives to the coffee habit are milk, tea, Coca-Cola, 
deer and hundreds of other beverages. 

According to our Psychological Baromter, 96 per cent 
of all families drink some brand of coffee. 

That may have a broad sociological or physiological 
significance,” the coffee merchant may say, “but what con- 
cerns me is how many families use my particular brand ?” 

Table 1 shows the percentage of families buying 42 
different brands in February, 1949, including eight brands 
of instant coffee. These percentages do not represent 
dollar sales, but people. They do not represent quanti- 
tics, but family units. Each of 10,000 housewives, in her 
home, is asked: 

“What brand of coffee did you buy last, either regular 
or instant coffee?” 

The primary object of these Barometers is to measure 
the changes or trends in people's habits, and it has been 
found that the latest purchase ts more indicative of trends 
than is the brand now being used or still on the shelf. 
Chart A shows the 13-year trend families using Max- 
well House and Chase & Sanborn, and Chart B the trends 
for the A & P brands. Chart C shows the corresponding 
trends for Folger and Hills Bros. 

What is the practical significance of these Barometer 
results to the present-day coffee merchant ? 

First, they call attention to importance of people as con- 
trasted with sales dollars. If a coffee advertiser can win 
more and more people to his brand, his sales will follow. 
The housewife, the family, is the unit of influence to 
which his promotion efforts must be directed. 

The Nielsen Index, for example, measures sales volume 
and units but it does not measure people. The Nielsen 
Index may show an increase in coffee sales for a certain 
brand at the same time that our Barometer shows that 
brand going down in its percentage of customers. (This 
indicates a condition which may later show up as a drop 
in sales volume.) 

We saw this first in the field of cigarettes back in 1933, 
when our Barometer showed Lucky Strikes going down 
in its percentage of customers. Supplementary studies 
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showed this to be due to smokers’ resentment against over- 
aggressive advertising. The officials thought our figures 
were ridiculous because the sales of Lucky Strikes were 
increasing. It was not until about two years later when 
the sales effects became unmistakable that Lucky Strike 
began its long series of advertisements making almost no 
claims whatever. 

Where in the socio-economic or income scale are the 
people using a certain brand? The distribution of the 
users of Eight O'Clock Coffee by income group is as fol- 


lows: 


Per Cent Buying Eight O'Clock Coffee 
in Each Income Group 


A B D 
2.7% 5.9% 9.507 10.1% 
Number of 
Interviews 1000 3000 1000 2000 


Eight O'Clock happens to be an outstanding exception 
among coffee brands. All other popular brands, like 
Maxwell House, Folger, Hills Bros., Chase & Sanborn, 
Bokar, have about the same percentage of customers in all 
income groups. This and supplementary evidence leads 
us to this conclusion: 

Of all the factors influencing people to adopt a particular 
brand of coffee, the price is probably the least important. 

Ever since 1936, when we first considered this ques- 
tion, evidence supporting this conclusion has been grow- 
ing. In 1936 the percentage of people using Chase & 
Sanborn for the first time exceeded that for Maxwell 
House. The growth of Chase & Sanborn coincided with 
their going from a vacuum can to a paper bag and lower- 
ing the price about five cents a pound. However, in the 
Chicago area, for some reason, Chase & Sanborn retained 
its vacuum pack. In that area our Barometer surveys 
showed just as large and fast an increase in customers as 
did the territory where the paper bag was adopted and the 


(Continued on page 34) 


TABLE |—BRANDS OF COFFEE PURCHASED LAST 
Question’ What brand of coffee did you buy lost either 
regular. oF instant. . cottee? (Brand 
Reguiar Cottee Reguior Coffee (Cont'd Total 
Moawell Mouse Old Dutch 3 
Folger 90 White House 2 
Eight o Clock 75 Monnings 2 
Hills Brothers Biss 
Chose G Sanborn $3 
Bokor 4) Miscellaneous 165 
Red Corct 36 Total Reguior Coftee 
Bcechnut 23 
Kroger's 20 
Senko is Instant Coffee 
Jewell Co 16 Nescate 28 
Butternut Borden 
Chose Sanborn 
Moxwell House 4 
Boscul w G Washington 3 
American Stores ‘Aseo) s Hills Brothers 
Saverin 8 
De! Monte s Folger 
Old Judge Postum 1 
Admiration 6 Miscellaneous 
Monor House a 
Martinson Toto! Instent Coftee 61 
Edwards 4 
Victor $ Totol Coffee Purchosers 5S 
Ehier's 
Don't Use Coffee 36 
Airway Sotewoy! Sent 9 
Kybo 4 
Lo Tourrame 4 Totel Interviews 10,000 
Nosh 4 
Yubon 3 
Kottee Hog 3 
Mote: Tote! Reguler Coffee Pius Total Instant Coffee adds to more than Total Coffee 
Purchesers people purchased both « reguler end en instant coffee at the 
fest time of 
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developments among public feeding outlets 


Should restaurants 
sell their coffee 
at ten cents a cup? 


“If your food cost per cup for coffee, cream and sugar 
comes to between three and three and a half cents, you 
should charge a dime for it,’ Restaurant Management 
idvises its readers 

This may sound high at first blush, but we do not believe 
it is. There is a lot of labor in coffee preparation and 
service at least two cents per cup in most places and 
probably more nearly two and a half cents. And your 
overhead will add another one and a half cents per cup, 
at the very least 

So, averaging these rough figures, it costs you around 
seven cents to set a cup of coffce before a customer. Of 
course, if your customers really count their pennies, you 
could get by by charging eight or nine cents, but we are 
of the opinion that the public is rapidly becoming condi- 
tioned to paying a dime. And certainly, if your costs 
approximate the figures above, this charge ts by no means 


CXCESSIVE 


Monroe G. Smith named Silex president 
The board of directors of The Silex Co. has elected 
Monroe G. Smith as president of the Hartford firm. Mr. 


Smith will now serve as president and general manager, 
assuming overall supervision of the entire Silex operation. 

A native of Haddon Heights, N. J., Mr. Smith attended 
the University of Pennsylvania’s Wharton School of Com- 
merce & Finance, where he attained an outstanding 
scholastic record in addition to playing quarterback on 
the Varsity football team. 

After graduation, Mr. Smith joined the Firestone Tire 
and Rubber Co., first in the accounting and then in the 
sales division, working on wholesale, retail and com- 
mercial sales. 

During the war, Mr. Smith distinguished himself while 
serving as a special agent for the Federal Bureau of In- 
vestigation. 

At the end of the war, he joined Standard Brands as 
Assistant Controller. Mr. Smith was also secretary and 
treasurer of the Plastics Manufacturing Co., Stamford, 
Conn., prior to his appointment as general manager of 
The Silex Co. 

Heads restaurant division in East for Vaculator 

Tom Corradino, Passaic, N. J., has been named eastern 
sales manager for the Vaculator line of restaurant cottee 
making equipment, according to an announcement by 
Jon Zitz, general sales manager. 

This expansion in its executive sales force was made 
to offer greater merchandising help and service to Vacu- 
iator customers in the Eastern market and to further ac- 
quaint the trade with the firm’s new line of equipment, 
including “Snap-In” element electric ranges, gas ranges 
and the Waldorf glass line. 

Mr. Corradino has had extensive sales executive ex- 
perience since his graduation from Lafayette University. 
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science 


More coffee for the United States and more income 
for Central America. These two developments are ex- 
pected to come out of the coffee improvement work now 
going on in Central American countries, with the U. S. 
Department of Agriculture cooperating. 

The improvement project is now in its fourth year. 
Researchers feel that already they have uncovered enough 
new data to make it possible for coffee planters in Central 
America to double or even treble their yields. The pro- 
ject is going ahead on a long-range basis, and researchers 
are confident that many more facts about best ways to 
grow coffee in Central America will come to light. Al- 
though the results pertain specifically to Central America, 
they also are being made available to other cotfee-produc- 
ing countries for whatever use can be made of them. 

The cooperative work is centered in Guatemala, El 
Salvador, and Costa Rica. USDA scientists are working 
shoulder to shoulder with agricultural scientists of each 
of the cooperating countries. The work is part of a 
broader program of agricultural improvement in Central 
America in which the United States is giving technical 
assistance. On a smaller scale, the program reassembles 
the proposed Point IV Program of technical aid to under- 
developed countries. 

The researchers are improving coffee growing in Cen- 
tral America by applying techniques similar to those used 
by fruit growers of the United States. Selection of best 
coffee plants and determination of best cultural methods 
are the main objectives. 

Though the highland cotfees of Central America are 
widely recognized for their flavor, much can be done to 
improve their field, says Dr. William H. Cowgill, plant 
scientist from USD's Ofhce of Foreign Agricultural Re- 
lations, who heads the coffee investigation work in Guate- 
mala. 


Backward stage 

He says further: “Coffee growing here is at about the 
same stage that apple growing was in the United States 
when Johnny Appleseed started going around planting 
seeds. The United States apple industry didn’t get any- 
where until the growers started selecting superior trees 
and propagating them. Coffee is also a fruit. There's no 
reason why it, too, can’t be improved.” 

Significantly, Dr. Cowgill’s right-hand assistant is En- 
rique Fernandez, a Guatemalan agricultural expert who 
has studied fruit growing at Wenatchee, Washington. 

One big problem tacing Central American coffee grow- 
ers, the researchers say, is that many trees are loafers. 
About 30 per cent of the trees give about 70 per cent of 
the yield. Culling out of loafer trees and replacing them 
with high-yielding trees is needed. The practice should 
resemble the constant culling that yoes on in U. S. Agri- 
culture as American farmers get rid of their “boarder” 
cows and poor-laying hens. 

Many coffee growers are cooperating by keeping yield 
records, preparatory to beginning such culling. The re- 
searchers, in turn, have been bringing in coffee trees from 
all over the world, selecting the best ones and getting 
ready to supply growers with superior stock for replace- 


ment. 
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A coffee tree from a group in El Salvador with high-yield character- 
istics is examined by Thomas Villanova (left}, head of coffee im- 
provement work at the El Salvador cooperative agricultural station, 
and Ford M. Bilan, of USDA's Office of Foreign Agricultural Re- 
lations, head agronomist at the station. 


Also needed by Central American coffee growers are 
better cultural methods. A heavy straw mulch has been 
found helpful in El Salvador in controlling the serious 
root rot disease, in holding moisture through the dry 
season and in preventing erosion. 

A method has been developed in Costa Rica whereby 
the costly Ojo de Gallo disease can be controlled by strip- 
ping coffee leaves from the trees at a certain time of year. 

In Guatemala, researchers have learned that more coffee 
trees can feasibly be planted per acre. Also, that the 
trees probably can be rotated with legume crops to help 
maintain soil fertility. In some areas, growers may even 
be able to dispense with the time-honored practice of 
growing coffee in shade. 

An interesting sight in Guatemala is the high-altitude 
coffee improvement station at “Finca Chocola.” Not far 
away a volcano smokes lazily, while nearby the Indians 
grow corn on steep mountain slopes. In the Chocola re- 
search fields are 37 varieties of cotfee trees, gathered from 
over the world. Eventually there will be more. Each 
of the hundreds of individual trees is numbered and its 
yield closely watched. The best—or “noble’—trees are 
being propagated in expectation that from them will come 
new high-yielding lines. 

Dr. Cowgill has found Guatemalan yields to vary from 
1/10th of a pound to as much as 14 pounds of coffee per 
tree per year. The average is about one pound. The re- 
searchers know now that planting of superior strains alone 
can bring up the average to three to five pounds of coffee 
Improved cultural practices and better 


Although 


per tree per year. 
control of disease can add to this average. 
(Continued on page 20) 
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THE WORLD IS DRINKING MORE COFFEE 
THAN IT PRODUCES 


| | WORLDPRODUCTION J WORLD CONSUMPTION 
Millions of Bags Millions of Bags 


320 


271 278 


1946 


(:795373,289) 


38.3, 


TO LATIN AMERICAN 
PRODUCING COUNTRIES 


RESTAURANTS 


Total Value in U.S. 
$2077668502 


1. The impression has been created in the public mind 
that the rise in coffee prices has been engineered, 
manipulated or somchow controlled by the coffee pro- 
ducing countries, 
his is untrue. I shall point out to you by official United 
States government figures that far from creating the crisis, 
the cotfee producing countries have shipped more coffee to 
American markets than ever before. And, this is the signifi- 
cant point we want to make: the shipments to the United 
States were made as the demand increased At no time did 
we fail to meer the increasing demand for coffee. In other 
words, cotfce supplies were NOT held back by any producing 
country, were not held back to wait for a greater price rise 

In 1948, the following imports were recorded by the 
United States Department of Commerce 


Bags of 60 kilos ov 132.276 lbs 


January 2 
February 
Marcel 1,879,827 
April 1,208,778 
Ma 515 
2 
July 1,394,457 
\ugust 1,338,212 
September 1,410,485 
October 1,711,339 
November 1,847,647 
December 2,555,004 

Total 20,969 161 


The quantities received in 1948 were a record. Even so, 
although the demand for coffee in this country in 1949 was 
even greater, we met it in every way as the following figures 


will show 


Bags POO 

January 
February 
Mare! 
April 
Mav 
Tune 
uly 1.684.546 
Nugust 1,500,881 
September 1,028 307 
October 1,850,054 
November 2 006,863 
December 2,243,487 

Potal 22,105,324 


In other words, there never was a shortage of coffee sup: 


plics in this country. Our shipment figures, we submit, are 
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The facts about 


By ANDRES URIBE, Acting Chairman 


Pan-American Coffee Bureau 


tacit proof that we did not withhold stocks in an effort to 
engineer a price rise 

Now, you may ask: What started the price rise? Frankly, 
we do not know. We can only conjecture. I would like, if 
I may, to give my opinion on how the price rise was initiated. 

You will recall that during the depression years Brazil 
had several bumper crops of coffee. As that time, the market 
price was below production costs. The Braztlian govern- 
ment, in an effort to help its farmers, did exactly the same 
thing that your government has done and is now doing with 
the present government price support program ror eggs, 
potatoes and other crops. 

Here's what the Brazilian government did: It bought up 
large quantities of surplus coffee. Much of this coffee was 
stored in warehouses and elsewhere. Other large surplus 
quantities that could not be stored, for lack of space, were 


burned. There was no choice. 
Growing demand 


After 1940, demand began increasing. But, during the 
late 1930's and since then, many Brazilian farmers began 
converting their coffee plantations—their small farms as well 
as their large farms—from the unprofitable coffee activities 
to more profitable crops. They converted to short-term 
crops that could be grown in a year or less and that could 
be changed to meet changing market conditions, if need be. 
It requires four to five years to get the first crop from a coffee 
tree. And the best a farmer can expect is about two pounds 
of coffee per tree, per year, after waiting five years. 

Now, in the United States, the trade was told—by Brazilian 
official statistics from time to time, and undoubtedly by their 
own agents in Brazil—that production was on the decline 
and that the large supplies that continued to come from 
Brazil each year were withdrawn in large part from Brazilian 
reserve stocks. But the trade took a complacent attitude. It 
somehow felt that these reserve stocks would continue for- 
ever. 

Well, this last year—in 1949—I think something happened 
to jar suddenly the complacence of some of the wholesale 
buyers. I am only conjecturing, of course, but I suspect that 
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HOW MANY POUNDS OF COFFEE CAN BE 
BOUGHT WITH AN HOURS WAGES 


1935 21 1948 2.5 
HOURLY WAGE 
$ 
$.55 133 
COFFEE AT RETAIL 
5,514 reris 
$.257 rer is 
1949 1.9 
COFFEE AT RETAIL 
3.734 per is 


$3379 
' FARM FAMILY INCOMES 
U.S. anv LATIN AMERICA 


i 


$960 


LOWEST PER FAMILY INCOME HIGHEST PER FAMILY INCOME 


LATIN AMERICA 


PER FAMILY INCOME 


coffee prices 


This article, which brings to the fore some facts not too 
widely known, 1s from the statement by Mr. Uribe before the 
Gillette committee. Mr. Uribe is United States representa- 
tive of the National Federation of Coffee Growers of Col- 
ombia and a member of the Special Commission on Coffee 
of the and Social Council. “By 
birth, environment and profession,” Mr. Uribe prefaced his 
statement, “Tl believe 1 can be safely called a person well 
Ed. 


Inter-American Economn 
imformed in coffee affairs.” 


what happened was this: The entire trade was informed 
regularly that the important Sao Paulo area of Brazil was 
suffering a drought. These reports were based on weather 
reports, on reports from Brazilian officials and on reports 
from American agents in Brazil. There was no rain. There 
is no question about that. Perhaps someone in New York 
told his agent in Brazil, “Don’t worry, the Brazilians have 
large stocks in warehouses, and they'll make up any deficit 
from there.” And the agent probably replied: “I don't 
think so. I have it on good authority that, for sure, the 
stocks in reserve really are scraping the bottom of the barrel.” 
And then the buyer in New York became worried. He could 
not afford to take a chance and not buy his supplies now. 
Suppose the drought in Sao Paulo continued? Then there 
would be a real shortage, and he would not have enough 
supplies for his customers needs, So he bought heavily to 
protect his customers. 

He may have mentioned this to a friend, who mentioned 
And the scare stories started. We have 
That's how many 
It's a 


it to his friend. 
seen ‘runs’ on other commodities before 
runs get started. There is nothing sinister about it. 


normal human reaction. 
Simple truth 


Everybody learns something by experience. And the coffee 
industry learned the simple truth—the world is drinking more 
coffee than it produces. This was true in 1949, in 1948, in 
1947, in 1946 and in 1945. Coffee, like other free commodi- 
ties, follows the law of supply and demand. 

2. The impression has been created in the public mind 
that the statements of responsible officials of producing 
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countries have been made for the purpose of in- 
fluencing rises in coffee prices. 

May I remind you of a fact you well know: 
any industry, revelation of industry stock positions can often 
be misinterpreted by the public and lead to panics. 

I call to your attention, for example, the fact that frequent- 
ly during the war runs on gasoline stations would be started 
that there were only 


In almost 


when it became known—or rumored 
ten days supply of gasoline in the entire city (wherever the 
If the public had not mistaken the situation, 


Ten days supply of gas 


city might be) 
the runs would not have started. 
oline for that city might have been perfectly normal, or 
might have been sufficient under regular buying habits to 
get the average motorist through the period until the next 
So, in this coffee situation: Stock figures 


supplies arrived. 
into them, and 


were supplied. Someone read “shortage” 
then the rumors spread. 

3. The impression has been created in the public mind 
that Latin-American farmers in large numbers with 
held their stocks from the American market, and this 
impression had its source in some advertisements, or 
propaganda in Brazil, urging Brazilian farmers to 


withhold their stocks. 
No withholding 


This is not true. More coffee was imported into the 
United States in 1949 than at any other time in our history, 
proof that stocks were not withheld. The propaganda of a 
few Brazilian farmers is perfectly understandable. In Latin- 
America we are a democratic group of peoples. Like your 
farmers, we reserve the right to disagree with the govern- 
ment and with anyone, at any time. We in Latin-America, 
like you, believe in free speech. These farmers were ex- 
pressing their constitutional right of free speech. But they 
did not represent any considerable proportion of the farmers 

as is proved by the fact that you got more coffee than ever 
before. 

4. The impression has been created in the public mind 
that weather conditions were a convenient excuse for 
pushing prices up—that such weather conditions had 
no real effect on the crops. 

This is incorrect. The weather reports indicated that a 
drought and rains did happen. This ts a matter of record. 
The reports were issued in good faith. 

5. The impression has been created in the public mind 
that the advertisement issued on Friday, November 
18th, by the Pan-American Coffee Bureau was de- 

(Continued on page 24) 
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Packing one-pound coffee bags in the new Richheimer plant. 


New, modern coffee plant 
opened in Chicago 
by Richheimer Coffee Co. 


A new and modern coffee plant was opened recently in 
Chicago by the Richheimer Coffee Co. The event marked 
by a reception and open house. 

The plant, designed by Robert C. and H. R. Richheimer, 
is of the latest one-story design to use effectively packing 
lines emanating from new Thermalo roasters 

Green coffees are unloaded rapidly from carloads re- 
ceived on a private siding, with the aid of a Clark lift 
truck. The coffee is palletised in loads of 20 bags each 


and stacked four pallet-loads high in the storage section 
of the building. 

Installation of Benco machinery has made the packing 
of one-pound bags almost fully automatic. Coffees packed 
on this machine are weighed with a Bar-Nun_ check 
weigher. 

All windows in the factory are north or east exposure, 
and supplementary light is supplied by banks of fluore- 
scent fixtures. 

Elavators and hoppers are contained in a penthouse, 
making possible gravity feed without an additional floor 
on the building. 

Roasted coffee, after packaging, is shipped from a two- 
truck shipping platform, accessible by a private driveway 
which enables trucks to make a complete turn on entering 
or leaving. This driveway is also used as a parking lot 
for the convenience of customers, brokers and employees. 

The offices are functionally modern, with fluorescent 
lighting and filtered air-conditioning throughout. The 
cupping room has been designed to contain a cupping 
table, sample roaster, sample grinder and sample case, all 
with north light, supplemented with fluorescents. 


How to sell coffee to tourists 


You might pass along to restaurant customers located 
along highways this idea from a sandwich shoppe in 
Ohio, as listed by the National Restaurant Association in 
its “Ideas for Merchandising.” 

The shoppe asks its tourist guests: “Do you have your 
thermos bottles? We will gladly fill them with coffee and 
ice water to complete your outdoor lunch. No extra 
charge.” 


Quotations? — Of Course! 
Samples? — Gladly! 


Cooperation? — Always! 


SPOT AND SHIPMENT 


GREEN COFFEES 
CUP SELECTIONS 


R.¢. WILHELM « CO. 


INCORPORATED 


109 FRONT STREET, NEW YORK 5 


INDUSTRIES 
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Forecast of 1949-50 
world coffee harvest 

‘ 

is revised upwards 

World exportable production of coffee in 1949-50 now 
is forecast at four per cent above the November, 1949, 
figure and just five per cent below the 1948-49 exportable 
output, according to reports from U. S. Foreign Service 
officers 

Supplies available for export from the 1949-50 crop 
figured at 29.9 million bags of 132 pounds each, as com- 
pared with the 1948-49 supply of 31.5 million bags and 
the prewar 1935-39 exportable supply of 35.9 million 
bags 

The increase results almost entirely from a revision of 
the original estimate for Brazil. The forecast tor Brazil 
included in the 1949-50 world total is the exportable sup- 
ply from the 1949 harvest, which now is estimated at 15.7 
million bags, as compared with the November estimate of 
14.4 million bags. 

The estimate was revised upward because of larger 
crops in Parana and Espirito Santo than had been anti- 
cipated, and a reduction in Brazil's consumption resulting 
from higher coffee prices. 

Changes since the November torecast for countries or 
areas other than Brazil include upward revisions for 
Guatemala, Honduras, Nicaragua and India and down- 
ward revisions for Costa Rica, the Dominican Republic, 
Haiti, Venezuela, Angola and Kenya. 

Current forecasts of exportable production for these 
countries and areas are as follows, in thousands of bags 
Costa Rica 300, Dominican Republic 210, Guatemala 870, 
Haiti 430, Honduras 75, Nicaragua 315, Venezuela 525, 
Angola 665, Kenya 90 and India 50. 


Cory develops three new gas cooking ranges 

The Cory Corp., manutacturers of glass cotfee brewers 
and electric home appliances, has announced three new all- 
purpose gas cooking ranges 

The ranges—two, three and four burner units— were 
developed as utility cooking equipment for small restau 


rants, fountains, summer camps, ctc 


Forecast smaller Costa Rica crop 

Costa Rican trade sources now forecast a total output 
for 1949-50 of only about 350,000 bags, according to the 
American embassy in San Jose. This ts substantially lower 
than the 450,000 bags forecast earlier, but it still tops the 
small 1948-49 producticn of 302,000 bags 

The 1949-50 crop was seriously damaged by floods in 
Devember, with the heaviest losses occurring in the im- 
portant coffee-producing district of Turrialba 


PUTS 1949 COFFEE CONSUMPTION 
IN U. S. AT ALL-TIME HIGH 

Consumption of coffee in the United States during 
1949 was at an all-time high, according to preliminary 
figures compiled by the New York Coffee and Sugar 
Exchange, Inc. 

Deliveries, according to these figures, amounted to 
more than 21,500,000 bags, with Brazil accounting for 
more than 12,750,000 bags 

Arrivals amounted to 21,350,000 bags, out of which 
Brazil accounted for some 12,700,000 bags 
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COMPANHIA 


BRASILEIRA 


DE CAFE 


DEPENDABLE COFFEE SHIPPERS 


SANTOS and Rio 


EASTERN REPRESENTATIVES: 


Fairchild & Bolle 


YoRK 


DEPENDABLE 


Muller roasts, grinds and 
ships first quality chicory 
prepared to your specifi- 


cations. 


flavor, ap- 


pearance and _ blending 
qualities do not ap- 
preciably vary month in 
and month out because 
production is constantly 
and ably supervised. For 
a dependable source . . . 


buy Muller's. 


E. B. MULLER & CO. 


165-167 Hudson St. 


New York 


613-615 South Peters St. 
New Orleans, La. 
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Cent a pound is A&P’s 
total profit on coffee, 
Kurtz tells Gillette 


In 1949 A & P made 1.05 
pound of coffee, before taxes 
in 1948 

These details of A & P's coffec operations were revealed 
for the first time when Francis M. Kurtz, head of the 
American Coffee Corp., A & P subsidiary, testified before 
the Senate agriculture subcommittee probing coffee prices 

This one cent a pound 1s the total profit A & P re- 


a net profit ot 
The profit was the same 


cents per 


cives for procuring and processing the green coffee, im 


porting, roasting, packing, transporting, grinding and 
retailing it to the American consumer who buys it in our 
stores,’ Mr. Kurtz told the subcommittee, 


by Senator Guy M. Gillette 


which 1s chaired 


First time 


lo my knowledge, this ts the first time A & P has 
ever divulged its profit per pound of coffee, and I am 
personally sorry that it has not been done betore, as it 
san accom] lishment of which any company in the coun 
try can be proud,” Mr. Kurtz said 

A & P's retail prices, Mr. Kurtz declared, are based on 
the average cost of stocks plus the future outlook on what 
the company will have to pay for supplies 

Last October and November, he indicated, the company 
had the alternative when replacement prices rose sharply 
immediate large in 


of passing on the rise through an 


crease or gradually averaging the price. They selected the 


THE FINEST COFFEE 


enabled them to hold prices 


second alternative, which 
down 

Today's price of 72 cents tor their leading brand was 
still below replacement cost, Mr. Kurtz added. 

He indicated there were changes in consumer buying 
habits resulting from the coffee His com 
pany sold more of its lowest priced brand in the past few 
months than at any time in its history. In the past three 
months, he told the subcommittee. sales of A & P's two 


higher priced brands declined, although he did not say 


price rise 


by how much. 
Other brands 


A & P sales of other companies’ brands have slipped 


cent leveled off at the 


more than SO per since 
present plateau last December, he said 

The price rise could have been foreseen early in 1949, 
Mr. Kurtz declared, when the DNC announced its surplus 
stocks of coffee had been entirely liquidated. The only 
hope of preventing a strong market between that date 
and July Ist, 1950, was an exceptionally fine flowering 
and consequently a heavy crop in Brazil for 1950-51, he 
explained, and added that he had made a report to that 
effect to A & P executives on August 4th, 1949. 

No rains fell during August and September, when they 
are needed for a good flowering, Mr. Kurtz pointed out 
When the drought continued until about October 15th, 
Brazilian growers and traders believed the 1950-51 crop 
This, he said, was the prin 


prices 


would be a complete failure. 
ciple factor behind the sharp October-November price 
rise, and a secondary factor was consumer hoarding. 
He felt the October-November rise might have been 
too rapid in view of the rains which came late in October 


[S GROUND ON A MOORSPEED MILL 


The mill in this picture is being used at the present time by 
the La Flor de Tibes Co. of Havana, Cuba, for the production 
of very fine grind coffee. Due to the very fine grind, it is 
necessary to reduce the coffee in three stages. 


MOORSPEED COFFEE MILLS assure you of a FRESH 


GRIND EVERY TIME. 


NO STALE DEPOSITS because 


accumulation of preground coffee in the grinding 


chamber is IMPOSSIBLE. 


SEND TODAY FOR OUR ILLUSTRATED COFFEE BOOKLET C-SM 


MOORE ory pock company 


ADELINE STREET 


OAKLAND 4, CALIFORNI 
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Coffee Prices in the U.S. 


and which will help produce a fair 1950-51 crop. But, 
he added, that he also feels that present prices might 
have been reached anyhow by April or May of this year 


through a more gradual advance. 

As for the outlook, Mr. Kurtz told the subcommittec 
that if there is a good flowering in Brazil in September- 
October this year, the market can be expected to weaken, 
even though the coffee from that flowering will not be 
available until July, 1951. 

He said over-all supplies would be sufficient, but tight, 
until the 1951-52 crop ts harvested in Brazil. 

Two General Foods executives told the Gillette sub- 
committee there was no hope tor lower cotice prices soon. 
Vice president Edwin T. Gibson said that the company’s 
roasted coffee sales to housewives had dropped about 15 
per cent in the last three months, compared to the same 
months a year ago. He said no one knew yet whether 
this decline came from resistance to higher prices or from 
consumer hoarding 

George V. Robbins, head of General Foods’ 
cottee buying division and former National Coffee Asso 
trip through Brazil had 


green 


ciation president, said a recent 
disclosed that coffee will remain statistically tight, 


until the 1951 summer crop is harvested 


at least 


Off only 


Leon Israel, Jr., of Leon Israel & Bros., Inc., cotfee im 
porters and producers, told the subcommittee that his 
firm's sales to roasters were off less than five per cent in 
January and February, compared to the same months last 
year 

Chain store operators all report increased sales of their 
private blends in bags, although their vacuum pack 1s off, 
Mr. Israel said 

The New York ‘S’ contract—1n which most of the 
futures trading ts done—is the cheapest coffee market in 
the world,” he explained, and pointed out that futures on 
the New York Exchange cost 15 cents a pound less than 

Brazil, while the ditference last fall was 20 cents 

The New York Spot market, he added, had consistently 
sold at a premium over the forward months, which ts the 
opposite of the way coffee is sold in Brazil The Brazil 
ian has more confidence in the future price of cottee than 
the American,” he declared 

Mr. Israel said he couldn't see any material change 
in coffee prices at least until September there ts a 
tine tlowering of the 1951-52 crop, the market will antici- 
pate the increased crop well before it reaches the market, 


he indicated 
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Established 1875 


Importers 


of 


HARD & RAND 


INCORPORATED 


Green Coffees 


107 WALL STREET 
NEW YORK 


Offices and Agents in Principal 
Countries of Production 


S. A. 


SCHONBRUNN & CO., 


INC., 


77-81 Water Sc., 


New York 
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If you want a real 
uniform and strictly 
soft coffee, good 
cup, please ask for 


offers from 


Gabriel de Paula & Cia. 


Limitada 


A reliable shipper of Santos coffees 


P. O. BOX 271 S ANT OS cabie: Gaspaut 


Serving the Coffee Trade since 1927 


| 


MAXWELL HO 


MEMBER OF 


Shipping | 


transportation . . . warehousing . . . services 


Swedish American in East Coast Colombia Conference 

The Swedish American Line is now a full-fledged mem- 
ber of the East Coast Colombia Confercnce, it was on- 
nounced last month. 

The line is therefore entitled to participate in the move- 
ment of northbound coffee tonnage moving under cotfce 
receivers contracts at conference rates. 

Swedish American Line vessels northbound from East 
Coast Colombian ports call at U. S. and Canadian Far 
East Coast and St. Lawrence ports. 

The vessels also call at La Guaira, Puerto Cabello and 
Maracaibo, where they are available for moving cottee. 


Parkinson new Pope & Talbot agent at Pittsburgh 

Gerald A. Dundon, vice president and general manager 
of Pope & Talbot Lines, announces the appointment of 
J. F. Parkinson as general agent for the midwest area. 
Mr. Parkinson will be in charge of the company’s Pitts- 
burgh offices. He succeeds John E. Streett, who resigned 
to enter another line of business. 


Barber-Wilhelmsen doubles Far East sailings 

The homeward bound service of the Barber-Wilhemsen 
Line from China, Japan and the Phillipines to United 
States West and East Coasts ports has been increased to 
two sailings monthly. 

For many years the line’s service provided for one sail- 
ing each month from these areas. 

The new schedule provides for one sailing in the first 
half of the month, the other in the second half. 


New booklet explains Thermalo roaster 

A new, 20-page booklet explaining the Thermalo coffec 
roaster has been issued by Jabez Burns & Sons, Inc., New 
York City. 

The purpose of the booklet, which is profusely tllus- 
trated, is not te acquaint experienced coffee roasters with 
Thermalo advantages of which they have been fully aware, 
the company indicates. 

For the benefit of newcomers to the coffee trade, it was 
felt that the basic Thermalo facts should be recorded in a 
form suitable for reference. 


Forecast smaller Mexican crop 

The 1949-50 Mexican coffee crop is forecast at about 
950,000 bags. This is a reduction of about 14 per cent 
from the 1948-49 crop, unofficially estimated at 1,100,000 
bags, and an increase of about seven per cent over the 
1947-48 crop, officially estimated at 886,000 bags. 


Science aids coffee production 
(Continued trom page 13) 
suggested improvements cannot be put into general prac- 
tice overnight, the long-range promise is highly encourag- 

ing. 

‘The prospect of greater efficiency in Central American 
cotfee production comes as good news to American house- 
wives as well as to the coffee growers,” says Dr. Cowgill. 
‘The success of this project indicates the many possibilt- 
tics for mutual benefit as the United States extends its 
technical assistance to other countries. 
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Out of the Cube 


Lucky! The two giants of the coffee 
world are Latin America, which pro- 
duces 85 per cent of the world’s coffee 
United States, which 
consumes two thirds of them, com- 
ments Travers’ Circular, London, which 
adds: “What an excellent thing it is 
for the world at large that no Cali- 
fornia horticultural wizard has yet pro- 
duced a hybrid capable of growing 
coffee inside the sacred dollar-curtained 
area!” 

Display Aid: 
ideas tor trimming windows and build- 
“display guide” 


exports, and the 


There are some useful 


ing displays in a new 
for spring and summer just issued by 
the Sherman Paper Products Corp., 
Newton Upper Falls 64, Mass. Some 
of the ideas might freshen up your ap- 
proach to this merchandising weapon. 
Sherman Paper says they'll send you 
the “guide” without charge 
Tie-ins: Food companies 
lated products continue to see the value 
of tying in with the universal demand 


with re- 


for coffee 

Karo Syrups have been promoted in 
stores with a “hot spot” en- 
Corn Products Refining 
Co. salesmen. The “hot spot” is a re- 
lated-item display of waffle 
and biscuit mix, bread, coffee and truit 


grocery 


courage d by 
pancake, 


juices 

Restaurant operators have been 
asked to boost the “Quaker-Breakfast” 
—iruit juice, toast, oatmeal and coffee 

Parents Drink More Coffee: Parents’ 
Magazine tells us that households with 
children drink five cents more a week 
in’ coffee than households without 
children, 58 cents against 53 cents as 
the average expenditure 

We can't say this news comes to us 
as a surprise. As the father of three, 
the voungest just rounding six months, 
we can vouch that parenthood is con- 
ducive to coffee drinking. Maybe it’s 
because, at first anvhow, you find your- 
self with more waking hours 

Coffee in the Cab: When the stream- 
lined Southerner pulls out of New 
Orleans with Engineer S. EF. Holifield 
and Fireman A. C. Smith in the cab, 
coffee rides with them. First off, the 
train hostess brings up a glass jar of 
steaming coffee from the diner. A few 
miles further along, the baggage master 
makes his way through the Diesel with 

Past Hattiesburg, Fire- 
goes back to the engine 
jar of coffee he's been 


another jar 
man Smith 
room for the 
keeping hot on the steam 
That coffee is from his home, brewed 
by his wife Along the final corkscrew 
miles into Atlanta, the baggaye master 
comes up again, with another jar of 
the beverage 

Cold-water Soluble: The Holiday 
Coffee Corp. has been formed in Bos- 
ton for the large-scale production of 
what is described as the first 
coffee that instantly in hot 
or cold water, according to Richard 
S. Morse, president of the National 
Research Corp. and of Holiday Coffee 
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generator 


dissolves 


soluble 


National Research set up the new 
company, and public financing is the 
next step. The new soluble, now pro- 
duced in a National Research pilot 
plant, has been test marketed for three 
vears in 200 New England and New 
York stores. 

Coffee Bean ties: Via 
Behre, Seattle coffee, tea and 
broker, we learn that ties for men are 
available with a coffee bean design 
You can get them from Lenard Stern, 
Inc., at 25 East Washington Street, 
Chicago 2, Ill Sounds like an ap 
propriate gift from—and/or to—a cot 


Charley 
spice 


fee man 

British Coffee Trade News: Thi 
coffee trade in Great Britain is keeping 
in touch with things these days 
through “Coffee Trade News,” a con- 


cise little magazine published monthly 
by The Coffee Buyers’ Association, 
Ltd., London. 

50 Cups for Five Cents: Con Edi- 
son, the utility company, tells us that 
five cents buys enough electricity to 
make more than 50 cups of piping-hot 
coffee in an electric coffee maker. The 
cost of running the appliance is based 
on typical residential usage 

Children’s Coffee Set: A children’s 
miniature coffee in plate, 
featuring a special lined “Heatmaster” 
pot, standing a bare four inches high, 
is being introduced to the United 
States by Kavin Silverware, Ltd., 12 
St. Paul's Square, Birmingham 3, Eng- 


silver 


land. Included in the set is a cream 
jug, sugar basin, plastic cups and 
saucers. 


GRANULIZER USERS 


inated. 


ave 


WITH GUMP'S 
EXCLUSIVE 
EXCHANGE 
GRINDING HEAD 
PLAN 


Wruen you buy and install a Gump Coffee Granu- 
lizer, you obtain in addition to an excellent machine 
— that has won industry-wide acceptance — the pop- 
ular and economical “Gump Exchange Head Plan’. 


This plan has proved both economical and popular 
for several reasons. First, the advantages of replacing 
a worn grinding head with a guaranteed, factory re- 
conditioned and adjusted head means “like-new” 
grinds and grinding efficiency. Second, the economies 
involved are substantial and include less down time 
— minimum loss of production — and additional in- 
vestments in spare parts otherwise required are elim- 


For clean-cut, uniform grinds and operating econo- 
mies choose Gump Coffee Granulizers — and for con- 
tinued top performance through the years, use the 
exclusive “Gump Exchange Head Plan”. 


B.- Gump Co. 


ENGINEERS AND MANUFACTURERS SINCE 1872 
1312 SOUTH CICERO AVE. 


ALSO MAKERS OF: Gump Coffee Granulizers — Edtbaver-Duplex ond 
Bor-Nun “Auto Check’ Net Weighers — Bar-Nun Automatic Bag Feeders 
— Draver Blending Feeders — Ideal Green Coffee Cleaners, Magnetic 
Separators, Elevating and Conveying Equipment. 
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Crops an countries 


coffee news from producing areas 


Coffee expansion in Brazil 
without safeguards can be 
dangerous, Parreira declares 

Unless certain conditions can be met within Brazil, 
intensive ¢fforts to expand coffee production can be 
dangerous to the country’s economy, Alceu Martins 
Parreira, president of the 
Associacao =Comercial de 
Santos, declared in a recent 
talk to the Rotary Club in 
that city, reports Octavio 
Veiga, Santos representative 
ot Cotfce and Tea Industries 
(The Spice Mill.) 

Unless certain conditions 
ire met, he indicated, a 
policy of intensive expan 


sion of cotfee crops will ag 


vravate exhaustion of the 


ountry’s best soil and leave 


Alceu Martins Parreira 


unimproved the standard of 
living of the rural population 

Intensive expansion would be justified, he insisted, only 
if these results could be assured, prior to a reasonable 


margin ot prot 


1. Interest on capital invested in agricultural property. 
2. Wages and working conditions compatible with the 
desired equilibrium between work in rural and urban 
industries. 

3. Protection and re-fertilization of the soil 

Mr. Parreira said that there was a temptation tor 
Brazilians to throw themselves into intensive production, 
swept along by the present level of prices 

We very much doubt that other countries or colonies 
possess the vast lands that Brazil has which ts suitable 
for coffee expansion,” he added, “or the comparative 
abundance of labor, the admirable organization of planta- 
tions, and the pioneering spirit of the founders of the 
vreat estates now being revived in the search of the last 
remaining jungles of Sao Paulo and the adaptable parts 
ot Parana. 

Mr. Parreira also discussed the history of coffee produc- 
tion in Brazil, from the viewpoint of labor and the land 
He said that for some years a gradual change has been 
taking place, in the development of a considerable number 
of so-called “small farmers,” family size plantations oper- 
ated without hired labor. Generally, the more intensive 
cultivation practiced by the small farmers accelerates the 
wearing out of the soil. 

On the larger plantation, lack of labor in the field is a 
general problem, and appeals are being made for re-estab 


lishment of immigration 


Belgian Congo to up coffee output 


Cottee producers in the Belgian Congo plan to ratse 
their output 50 per cent by 1952. The area planted in 


MEMBER OF 
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THE GREAT ATLANTIC & PACIFIC TEA CO. 
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OF FINE COFFEE 
Represented in 
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By the 
AMERICAN COFFEE CORPORATION 
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has doubled in the past 


young trees, not yet producing 
two years. 


Colombia's Mejia is awarded the "“Boyaca” 

The “Boyaca’, the highest honor Colombia can award, 
last month was presented to Manual Mejia, manager of 
the National Federation of Coffee Growers of Colombia. 

In talks in the Caldas area, Mr. Mejia expressed strong 
optimism over the outlook tor the future of Colombia's 
coffee industry. 


Expect record Nicaragua harvest 

The forecast of Nicaragua’s 1949-50 exportable cotfec 
production has been revised upward to 315,000 bags from 
an earlier forecast of 265,000 bags, according to the Ameri- 
can embassy in Managua. This would exceed the pre 
vious record of 309,000 bags for export from the 1934-35 
harvest. 

The 1948-49 crop was the 1912, 
viding only 110,000 bags for export as compared with an 
annual average prewar (1935-39) exportable production 
of 253,000 bags. 

Coffee is the most important industry and largest single 
source of dollar exchange in Nicaragua. The bumper 
1949-50 coffee crop will greatly benefit the coffee planters, 
who are in a bad financial condition because of last year’s 
It will also assist materially in correcting 
payments from 


poorest since pro- 


very short crop. 
the chronic 
which Nicaragua has suffered in recent years 


imbalance of international 


Britain cuts coffee consumption 20% 

Allocations of raw coffee for British consumption are 
being cut 20 per cent starting February 14th, the Ministry 
of Food has announced. This ts the third such reduction 
in a short period. 

With substantial stocks in the country, British con- 
sumers are not likely to go short for some time, K. B. 
Mackenzie, honorary secretary of the Coffee Buyers Asso- 
ciation, Ltd., London, commented. He also expressed the 
opinion that the world shortage of coffee would not level 
off for another ten years. 

Britain's present coffee difficulties were the result of 
from the home market to 
Mr. Mackenzie 


diversion of some of the coffee 


Canada, where is was sold for dollars, 


adde d 


Dear Sir 


Letters to the Editor 


Sir: 

We have conducted a modest advertising campaign in 
Coffee and Tea Industries (The Spice Mill) during the 
year 1949. The results have been most gratifying, in that 
we have received a comparatively large number of replies 
from within the United States, as well as from England, 
France and South America 

Inasmuch as the development of these prospects requires 
considerable time, we are not in a position to report on 
actual sales. We believe, however, that several of these 
inquiries will develop and we also feel that the contacts 
made have been invaluable 

Arthur ]. Andersen, Manager 
Industrial Machinery Division 
Moore Dry Dock Co 
Oakland, Calrfornia 
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GENERAL BROKERS 
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ROHILD & BOL 


78 Front Street 
NEW YORK 


G 
ATEST MONEY-SAVIN 
NGE IN AMERICA 


Restaurant owners, fountain oper- 
ators, hotels and institutions, and ¢ 
users everywhere report BIG say-; 
ings and trouble-free operation 
with the new VACULATOR “Heavy 
Duty” Coffee Maker Range. 


CONSIDERABLE SAVINGS IN 
REPAIR AND SERVICE 


says H. A 
dealer in 


featuring 
Amazing New 


HEATING 


Weiss, prominent equipment 
Hagerstown, Maryland 


Engineered for top operating econ- 
omy, they eliminate costly repair 
bills, breakdowns and most service 
headaches. Prove to yourself that 
VACULATOR is the greatest 
money-saving range...for YOU! 
For the best in coffee makers, see 
your dealer or write Vaculator today. 
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signed to, or did in fact, bull the market, or raise 


price 
On the contrary, prices tor green cottee sagged on the 
New York Coffee Exchange on the same day, and on the 
following Monday, November 21st The advertisement was 
issued by official cotfee representatives of ten Latin-American 
producing countries in good faith—-in a sincere and intelli 
vent effort to inform the American consumer of the situ 
ation To impute motives of the worst sort to these rcpre 
sentatives of sovereign American Republics ts, to say the 

least, untau 
6. The impression has been created in the public mind 
that the Pan-American Coffee Bureau ts a cartel, a 
group ot Latin-American countries, Combining to keep 


pr «CS up 
What PACB does 


This is absolutely untrue. It does not buy, sell or trade in 
coffee in any manner, nor does it have anything to do, direct- 
ly or indirectly, with the buying or selling price of coffee. The 
Pan-American Cotfee Bureau is simply and frankly an organi 


zation designed to increase coffee consumption and build 


goodwill for the producing countries in the United States 
To accomplish these ends, it uses an accepted American in 
stitution, advertising. It is no more complicated than the 
Hardware Dealers’ Association, or any other trade group, It 
is a non-profit Organization. It 1s registerc d with the Depart 
ment of Justice Much more important, by its very consti 


tution, it ts restricted to the two jobs of advertising and of 
building goodwill tor the producing countries 
The impression also has been created in the public 
mind that the National Federation of Cotfee Growers 
of Colombia ts a cartel, combining to fix prices to the 
detriment ot the American consumer 
This is absolutely untruc The Federation, on the con 
trary, by sound agricultural practices rivaling the tine work 
of your own Agriculture Department, has encouraged in 
reased } roduc tron ind has he Iped make available more cottce 
tor the American onsumer While ottce production Was 
declining in most of the Latin-American countries, because tt 
was not protitable to grow cottee or to make a long-term in 


vestment in new cotfee trees, which take four to five years 


to yield a money return, production in Colombia was in 


World exports of coffee from Colombia rose from 


The facts about coffee prices 


(Continued fr 


m page 15) 


1,456,852 bags in 1940 to 5,409,653 in 1949. 
the United States in the same period rose from 4,137,364 
bags to 4,887,919 bags in 1949—an increase of more than 


Exports to 


18 per cent. 

8. The impression has been created in the public mind 
that emergency stocks of the Federation have been in 
some mysterious Way used to push up prices 

This ts absolutely untrue. To the contrary, emergency 
stocks of the Federation, by being freely made available to 
the American coffee trade, were a powerful deterrent on panic 
situations that would have forced prices higher 

9. The impression has been created in the public mind 
that Latin-American countries have profited unduly 
at the expense of the American consumer during 
this period of rapid price rises 

The facts are directly to the contrary. For 20 long years 

coffee prices have lagged significantly behind the wholesale 
prices of other toods, and only today are at the venc ral level 
of most prices 

10. The impression has been created in the public mind 
that prices are excessive and exorbitant 

This ts not true. The facts of prices are crystal clear 

When coffee prices were low, production declined. Why? 
It was uncconomic for the farmer to keep his land in cottec 
or to plant new trees. When cotfee prices are equitable, 
coffee production wall increase 

One more statement on prices Cottee prices were rising 
gradually, and in my opinion, would have risen to today’s 
prices eventually, even without the sharp increase And 
when all the talking is over, the reason will be simple and 
clear—-the world consumption ef coffee ts greater than pro 
duction 


Where coffee money goes 


11. The impression has been created in the public mind 
that all of the money resulting from the cotfee price 
increase has been poured back into the coffee pro 
ducing countries 

This ts manitestly incorrect. The coffee industry is com 

plex, but it 1s not that complex that this story can stand up 
The coffee industry is an industry which, during 1949, was 
worth in the United States more than two billion dollars 
Of this amount almost 62 per cent, one billion two hundred 
eighty million dollars, never leaves the United States. — It 
is shared by thousands of importers, broke rs, roasters, truck 


89 Front Street 


Eastern U. S. Representatives of: 
Soc. Mogyana Exportadora Ltda. — Santos 
Exportadora Centola, Limitada — Santos 
Brazilio de Araujo & Cia., Ltda. — Curitiba 
Otto William Nissel — Curitiba 


CARL BORCHSENIUS CO., INC. 


Connections in all Co ee- Producing Countries 


PRINCIPAL PORTUGUESE WEST AFRICAN SHIPPERS 


New York 5, N. Y. 


U. S. Representatives of: 

Estaf Van Santen & Van Den Broeck, 
Usumbura, Belgian Congo 
Gibson & Co., Ltd. 

Nairobi & Mombassa 
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Arrival of the Moore-McCormack liner Mormacgulf in San Francisco 
from the East Coast of South America, marking her entry into the 
Pacific Republics service of Moore-McCormack Lines, was hailed by 
a group of importers at a cocktail party aboard the ship. K. C. 
Tripp, Moore-McCormack’s Pacific Coast manager, was host. Shown 
above, from left, are: William Rowe, Jack Hornung, Robert Quinlan, 
William E. Burch, Elwood Wright, J. A. de Armond, W. A. Ehrhardt, 
Walter Granicher, Oswald Granicher, H. K. Grady and Ernest Shaw. 


drivers, stevedores, retailers, salesmen, etc. The remaining 


38 per cent, (seven hundred and ninety five million dollars) 
Is received 
lions of hand workers in the cotfee industry. 
We receive 38 per cent. Ofhcial U.S. government figures 
reveal American farmers receive 52 per cent of every dollar. 
And what happens to that seven hundred and ninety five 
In one form or another it 1s returned to the 


by the producing countries to be shared by mil 


million dollars? 
United States through purchases ot machinery, medicines 
tools, pumps, motors, fertilizers, etc., at tremendous prices 


12. The impression has been created in the public mind 


that Latin-American countries have been 
prosperity at the expense of the American housewite 
This ts in complete disaccord with the facts. The Latin 


and as a Latin-American I am grieved 


enjoying 


American countries 


to say this—have an appallingly low national standard of 
living. At least, I believe it will be appalling to Americans 
to know that at least one of the coffee producing countries 


has an annual living standard of $50 a year—little more 
The highest living standard among the 


Under 


than ten cents a day 
coffee producing countries is about one dollar a day 
the American standard of living the American farmer could 
not produce cotfee for less than six dollars per pound and this 
Is a CONSErvative estimate 
This statement may be shocking to you—but it ts truc 
When you are dealing with coffee, you are not dealing 
only with a commodity, a convenience. You are dealing with 
the lives of millions of people. We in Latin-America have 
actask before us which ts staggering to the imagination 
illiteracy to be eliminated, disease to be wiped out, good 
health to be restored, a sound program of nutrition to be 
The key to all of this 


Latin-America—1s 


worked out for millions of people 
the the New World 


equitable price tor cottee. 


miracle of In an 


Floods hit Costa Rica's coffee 


The 1948-49 cottee crop was unusually large, amount- 


inging to 485,000 bags for export. This compares with 


375,000 bags in 1947-48 and an annual average prewar 


(1935-39) exportable output of 438,000 bags 
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lr the FOOD Business is YOUR Business— 


know that it's oar business to 
to you each day the price and supply con 
s of almost everything edible-—quotations on 
$00 items ranging from kohlrabi to East: In 
spices. Daily food features  inclue Food 
Highlights West Side Note and “Grocery 
Roundup.” Particular emphasis on Coffee, 
and Canned and Frozen foods. Ours 

1) daily food publication 


ant you to 


Other Daily Features 
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$6 
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GRACE LINE 


Serves the Coffee Trade 
with 
A Fast, Modern Fleet of American-Flag 


Freight and Passenger Vessels on Regular Itinerary 


from the Coffee Ports of 
FOR COFFEE SHIPPERS 
COLOMBIA 


La Guaira, Puerto Cabello, Maracaibo, VENEZUELA 
Barranquilla, Vera Cruz and West Coast of 


CENTRAL AMERICA 
St. John, N.B., Halifax, N.S., Montreal, Que. 


REGULAR DIRECT SERVICE 


to 
NEW YORK LOS ANGELES 
JACKSONVILLE SAN FRANCISCO 
BOSTON SEATTLE 


SWEDISH AMERICAN LINE AGENCY, Inc. BALTIMORE VANCOUVER, B. C. 


17 State Street New York 4, N. Y. 


SWEDISH AMERICAN LINE wae, GRACE LINE zie 


1255 Phillips Square Montreal z. P.Q. | 10 Hanover Square, New York 5, N. Y., Tel.: Digby 4-6000 
Agents and Offices in All Principal Cities 


Agents in All Principal Ports 


Bringing North and South 
America nearer each other 


~ me Close Neighbor. 


THE BETTER TO SERVE YOU .. 


Equipped with Cargocaire and averaging 17 knots speed, the great new ships 
of the LOIDE FLEET can assure speedy, dependable shipments of coffee. 


Lloyd 
NEW ORLEANS BRASILEIRO 


305 Board of Trade Bldg. 


The American Line maintair gular ervice trom the principal Brazilian coffee ports to New York and 
New Orleans, with fac 2s (as cara fer 3t Philadelphia, Baltimore, Norfolk, Jacksonville and Houston. 
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A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


subject 10 change Hol-Int—Holland-Interamertca Line Abbreviations for ports 


Ports and dates are 
Ba—-Baltimore 


Moreover, lines IFC—LF.C, Line 


ver, line 
JavPac—Java-Pacific Line 


Lloyd—Lloyd Brasiles Ch—Chicago 


Lykes—Lykes Lines 
De-—-Detroit 


should exigencies require 


Christ 


may schedule sailings not shown in tht 


schedule 


Moormac—Moore-MeCormack Lines, 
Ga—-Galvesion 
Abbreviations for lines Nopal—Northern Pan-American Line Gi—Gulf ports 
Norton—-Norton Line Ha—Haltfax 


flcoa—Alcoa Steamship PAB—Pacific Argentine Brazil Line Ho—Hows 
Am-Pres—American President Line PacFar—Pacifie Far East Line, In¢ HIR—Hampton Roads 
ArgState— Inge Line PacTrans—Pacifie Transport Lines, Ini ! 
Am-W Afr—American-W est African Line ine, Ltd LA—Il Angele 
Barb-W’ Afr—Barber-West African Line Neth—Royal Netherland Steamship M Mobil 
Barb-Wn—Barber Wilhelmsen Line NO—New Ortea 
Brodin By din Line Robi» Rol in Line NY Neu York 
Cunard—Brocklebanks’ Cunard Service SCross—Southern Cross Line Nf-—Norfolk 
Delta—Delta Line Silrer—Silver Line Pa—Philidelphta 
Dodero—Dodero Line Sprague—Sprague Steamship Line Portland 
Ell-Buck—Ellerman & Bucknell SS. Co Siockard—Stockard Line 
Farrell—Farrell Line Stran Strachan Shipping Co Fee 
Crate Swwed-Am- Swedish American Line 
Gulf—Gulf South America Steamship UFrust—United Fruit Co, To—Toled 

Co Ini West Cst—West Coast Line, Inc m—i ancouter 

COFFEE BERTHS 


SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


ACAJUTLA BARRANQUILLA 


413 Cubahama UFruit Cristobal 416 4.13 Monica Grace 18 

4 27 Choluteca UF ruit Cristobal 4 30 Cape Avinof UFruit NY4 22 

4.30 Cubahama UF Cristobal 5/3 4-14 Svaneholm Swed-Am MI5 1 

5/12 Gunners Knot Grace LAS/22 Se5 30 4°17 Fiador Knot UFruit NO4 23 

5 23 Cstl Nomad Grace LA6 2 SF65 Se6 10 420 Clara Grace NY4/25 

6 10 Anchor Hitch Grace LA6 20 SF6 23 Se6 28 421 Cape Cod UFruit NY4 29 

Cstl Avnturer Grace LA7 13 Se7 2 4.24 Gunners Knot Grace LAS 22 SF5/25 Se5 30 

7 26 Gunners Knot Grace LAS 5 Se8 13 4.27 Sofia Grace 2 

Vigor Swed-Am M1513 T0518 Ch5 21 De5 27 CI5 29 

ACAPULCO 428 CapeCmbrind UFruit NY5 6 


1 Levers Bend UFruit N05 7 


417 Cstl Nomad Grace Cristobal 30 
54 Monica Grace NYS 9 
5 5 Anchor Hitch Grace Cristobal 518 ase 4 
5 28 Avnturer Grace Cristobal 610 SEGA 
6 20 Gunners Knot Grace Cristobal 7/3 UFruit 
5 11 Clara Grace NY5 16 
5 12 Cape Avinof UF rut 20 
AMAPALA 5 16 Fiador Knot 22 
41 Gunners Knot Grace Cristobal 419 518 Sofia Grace NY5 23 
4°21 Choluteca UFruit Cristobal + 30 5 19 Cape Cod UFruit NY5 27 
4.22 Cst!l Nomad Grace Cristobal 4 30 5 23 Anchor Hitch Groce LA6 20 SF6 23 Se6 28 
4°26 Cubahama UFrurt Cristobal 5/3 5 25 Monica Grace 30 
5 Gunners Knot Grace LA5 22 SF5°25 Se5 30 5 27 Svaneholm Swed-Am MI6, 12 
5 10 Archor Hitch Grace Cristo" al 5/1 5 20 Levers Bend UFruit N06 5 
5 20 Cst! Nomad Grace SF65 Se6 10 61 Clara Grace NY6 6 
6/2 Cst! Avnturer Grace Cristobal 6 10 67 Ranhidshoim Swed- Am MI6 22 cs 
67 Anchor Hitch Grace LA6 20 SF6 23 Se6 28 68 Sofia Grace NY6 13 a 
6 25 Gunners Knot Grace Cristobal 7/3 6 15 Cstl Aveturer Grace LA7/13 SF7 16 CE7 21 
6 30 Csti Avnturer Grace LA7 13 SF7 16 Se7 21 615 Monica Grace NY6 20 
7 23 Gunners Knot Grace LAS 5 SF8 8 Se8 13 6 22 Clara Grace NY6 27 
6 28 Askot Swed-Am MI7 16 To7 22 De7 24 
ANGRA DOS REIS 6 29° Sofia Grace 4 
7 Paula Grace NY7 11 
mee = 7'8 Guners Knot Grace LAS 5 SFE Se8 13 
5 20 Honduras Lloyd N06 7 Ho6 10 
5 Kim Stockard NY5 6 


1 Mayari UFruit NO4 15 

BAHIA 114 Avenir UFruit NY4 21 
10 Scania Norton Bos 25 26 Pad 28 Inger Skou UF N04 2 
25 ‘Fenris Norton Bo5 10 NYS 11 Pa5 13 421 Marna UF rut NY4 28 
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Kerr Steamship Company, Inc. 


Agencia de Vapores Grieg S.A. 


SILVER 
& 
JAVA PACIFIC 


LINES 


BRAZIL to U.S. and CANADIAN PACIFIC COAST PORTS 


FAST — REGULAR — MONTHLY SAILINGS 
with modern cargo vessels offering limited 
passenger accommodation and refrigerated space. 


err Steamship Company, Inc. Java Pacific Line, Inc 
ew York N.Y New York, N. Y 


Strachan Shipping Company 


ag 


alifornia San Fra California 


Kerr Steamship Company, Inc. Transpacific Transportation Co. 
( 


Agencia de la 
Linea Rotterdam Sud America 
Buenos Aires, Argentina 


but...one ship... 
docked on time” 


froma 
New York 
Newspaper 
Dec. 13, 1949 


ANOTHER EXAMPLE OF 
UNITED FRUIT DEPENDABILITY 


UNITED FRUIT COMPANY 


Boston, New York, Washington, New Orleans, Chicago, San Francisco 
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SAILS 


BARRIOS (Continued) 


SHIP 


LINE 


Mayari UFruit 
 Admri Fraser UF rit 
510 Inger Skou UF ruit 
512 Avenir UFruit 
BEIRA 

4.10) Afr Moon Farrell 
4/11) Genevieve Lykes 
4°15 Afr Glade Farrell 
4°27 Afr Dawn Farrell 
BUENAVENTURA 
4.11 Gerda Dan Wst Cst 
4°13 Shipper Gulf 
4/14) Rita Grace 
4/16 Leonor Grace 
416 Luisa Grace 
4.19 Gladys Dan Wst Cst 
4°23 Isabel Grace 
4°23 Laura Dan Wst Cst 
4.25 Elisa Grace 
4°27 Banker Gulf 
4°30 Paula Dan Wst Cst 
4°30 Mania Grace 
4°30 Adela Grace 
5.7 Barbara Grace 
59 Olivia Grace 
511 Leena Dan Wst Cst 
5 14 Cecilia Grace 
5 18 Juana Grace 
5 20 Laila Dan Wst Cst 
5.21 Margarita Grace 
5 26 Rita Grace 
5 28 Luisa Grace 
64 Isabel Grace 
64 Flavia Grace 
66 Olivia Grace 
6 11 Maria Grace 
6 


15 


ll 
18 
25 


13 
20 


nN 


CALLAO 


Eliana 


Lursa 
Isabel 
Maria 
Barbara 
Cecilia 
Margarita 
Luisa 
Isabel 
Maria 
Barbara 
Cecilia 


Grace 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


CARTAGENA 

Cape Avirof UF reit 
4°15 Fiador Knot UFruit 
4°15 Paula Grace 
4.22 Rosa Grace 
4°26 Cape Cmbrind UFruit 
4°29 Levers Bend UFruit 
429 Paula Grace 
5 6 Rosa Grace 
5 10 Cape Avinof UF ruit 
5 14 Fiador Krot UF ruit 
5 20 Paula Grace 
5 27 Rosa Grace 
5 28 Levers Bend UFruit 
63 Paula Grace 
610 Rosa Grace 
CHAMPERICO 
514° Gunners Knot Grace 
5 25 Csti Nomad Grace 
6 12 Anchor Hitch Grace 
75 Csti Avnturer Grace 
7/28 Gunners Knot Grace 
CORINTO 

Gunners Knot Grace 
4°19 Choluteca UFruit 
4.24 Cubahama UFruit 
Cstl Nomad Grace 
5 8 Gunners Knot Grace 


COFFEE AND TEA 


NY5/12 
N05/14 
NY5 19 


NY5 6 
NO5 21 
16 
NY5 29 


NY4 21 


NY4/23 Pad 27 Ba5 2 
Hot 27 N04 30 


LA4/25 SF4/27 Se5 4 


NY4 24 
NY5 1 Pad 
NY5/1 


5 


N04°30 Ho5 4 
Jx5 NY5/4 


Ho5 11 N05 14 
NY5/13 Pa5/17  Ba5 19 


NY5'8 


LAS SF5 11 


NY5/15 


NY5 16 Ba5 19 
NY519 Pa5 24 Ba5 25 


NY5 22 


Ba5 7 


Ga5 5 
6 


Se5 18 


LAS 27 SF5 29 


NO5 27 Ho5 31 


NY5 29 
NY6.5 
NY6 12 


Ga6 1 


LA6.13 SF6 15 Se6 22 
NY6.15 B0617 


NY6 19 
LA6 22 


NY4 24 
NYS 
NY5 8 
NY5 15 
NYS 22 
NY5 29 
NY6 5 
NY6 12 
NY6 19 
NY6 26 


NY4 22 
NO4 23 
NY4 19 
NYS 26 
NY5 6 
N05 7 
NYS 3 
NY5 10 
NY5 20 
22 
24 
NY5 31 
N06 5 
NY6.7 
NY6 14 


LAS 22 SF5 
LA6 2 SF6 
LA6 20 SF6 
SF7 
LAS 5 


Cristobal 4 
Cristobalé 4 
Cristobal? 
Cristobal 4 
LAS 22 SF5 


SF6 24 


25 
5 
23 
16 


19 
30 
3 

30 
25 


$e7 1 


Se5 30 
Se6/10 
$e6/28 
$e721 

Se8 13 


Se5 30 


Mo5/7 
Ba5 8 


Mo6, 3 


Ba6 19 


INDUSTRIES 


DUE 
| = 
| 
\ 
\ ‘The foe dow? ocean \ 
yesse!s) gerries and ues: 
\ One ship: the ynited Fruit liner 
V DE gua up the arbor \ \ 
-otnet ships waited yntil mists | 
| 


SHIP 


12 Anchor Hitch 
19 Csti Nomad 

Cstl Avnturer 
6 Anchor Hitch 
27 Gunners Knot 
29 Cst! Avnturer 


RISTOBAL 


Cape Avinof 
14 Fiadoy Knot 
15 Cape Cod 

25 Cape Cmbrind 
Levers Bend 
29 Cape Ann 

9 Cape Avinof 
13 Cape Cod 

13 Fiador Knot 
Levers Bend 


DAR es SALAAM 


5/11 Afr. Sun 


GUAYAQUIL 


411 Rita 

4/13 Luisa 
4/17 Gladys Dan 
4°20 Isabel 
4/20 Laura Dan 
4°26 Adela 
4°27) Maria 
4°27 Paula Dan 
54 Barbara 
5/6 Olivia 
58 Leena Dan 
5/11 Cecilia 
5/17. Laila Dan 
5 18 Margarita 
5/23 Rita 
5/25 Luisa 

5 31 Flavia 
61 Isabel 
68 Mana 
615 Barbara 


ILHEUS 


410 Pew 
4°25 America 
510 Uruguai 
5 25 Venezuela 


GUAIRA 


Paula 
16 Vigor 
18 Clipper 
20 Rosa 

25 Corsair 
“Paula 

Cavalier 
Rosa 


28 Ronhidsholm 
1 Paula 

8 Rosa 

15 Paula 

18 Askot 


EEL 
~ 


Cristobal 
Grace LA6 2 
Grace Cristobal 
Grace 20 
Grace Cristobal 
Grace LA7 13 
UFruit NY4 22 
UFruit N04 23 
UF ruit NY4 29 
UFmit NY5/6 
UFruit N05 
UFrnit NY5 13 
UFmit NY5 20 
UFruit NYS 27 
UFruit NO5/22 
UFruit N06 5 
Farrell NY6 21 
Grace NY4 21 
Grace NY4 24 
Wst NY5/1 
Grace NY5/1 
Wst Cst 30 
Grace LAS 25 
Grace NYS 8 
Wst Cst NY5/13 
Grace NYS 15 
Grace NYS 16 
Wst Cst NY5 19 
Grace NY5/22 
Wst Cst NO5/27 
Grace NY5/29 
Grace NY6 5 
Grace NY6 12 
Grace NY6 13 
Grace NY6 12 
Grace NY6 19 
Grace NY6 26 
Lloyd 22 
Lloyd 
Lioyd 
Lloyd NY6 6 


Grace NY4 
Swed-Am T0518 
Alcoa 24 
Grace NY4 26 
Alcoa Mo5 
Grace NY5 3 
Alcoa Mi5/8 
Grace NY5/10 
Alcoa Mo5 15 
Grace 22 
Alcoa NY5 24 
Swed-Am MI6/12 
Alcoa Mo5/29 
Grace NY5 31 
Swed-Am MI6 22 
Grace 
Grace NY6 14 
Grace NY6 21 
Swed-Am MI7 16 


LA LIBERTAD 


Gunners Knot 
4/11 Cubahama 
Cstl Nomad 
4/25 Choluteca 
4/29 Cubahama 
5/9 Anchor Hitch 
5/11 Gunners Knot 
5/22 Csti Nomad 
6/1 Csti Avnturer 
6/24 Gunners Knot 
7/2 Avnturer 
7/25 Gunners Knot 


APRIL, 


1950 


Grace Cristobal 
UFruit Cristobal” 
Grace Cristobal 
UFruit Cristobal’ 
UFruit Cristobal? 
Grace Cristobal 
Grace LAS 22 
Grace LA6 
Grace Cristobal® 
Grace Cristobal 
Grace LA7 13 
Grace LAB 5 


SF7/16 


PaS 5 


Ho5 4 
SF427 


Pa5/17 


Ba5 19 


Pa5 24 


Ho5 31 


SF615 


Ch5/21 


N04 26 


N05 3 
N05 10 
N05 17 
NOS 24 


N06.1 


To7 22 


4 

4 
4/30 
5 

5 


SF5 25 
SF6/5 
6/10 
7/3 
SF7/16 


Se6, 28 


Se7 21 


Ba5 7 


Ga5.5 


Se5 


Ba519 


BaS 25 


Ga6 1 


Se6/22 


De5 21 


De? 24 


Se5 30 
Se610 


Se7 21 
Se8 13 


Mo5/7 


3 


C15. 29 


offers a fast fortnightly 
freight service 


between 
GUAYAQUIL 
ECUADOR 
BUENAVENTURA 
COLOMBIA 


and 
NEW YORK 
PHILADELPHIA 
BALTIMORE 


New York Discharging Berth 
Pier 4 New York Docks 
MAin 5-5183 


WEST COAST LINE, INC., AGENTS 


67 Broad Street, New York 4, N. Y. 
WHitehall 3-9600 


BALTIMORE 


STOCKARD & CO. 
225 E. REDWOOD ST. 
Saratoga 2607 


PHILADELPHIA 


B. H. SOBELMAN & CO. 
BOURSE BUILDING 
Lombard 0331 


5/18 
SF6/5  Se6/10 
6/10 
623 
: 
— 
Clipper 
Corsair 
Paula 
Svaneholm 
— 
29 


NOPAL LINE 


Regular service 


New fast Norwegian motorships 


BRAZIL U.S. GULF 


COFFEE SERVICE 


The Northern Pan-American Line, A/S 
OSLO 


Agents 


New York—Dichmann, Wright & Pugh, Inc., 44 Whitehall St 


New Orleans—Bieh! & Co., Inc., 210 Carondelet Bidg. 
Houston—Bieh| & Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 209 S. La Salle St. 
Bidg 


Santos/Rio—Agencia de Vapores Grieg S/A 


Detroit—F. C. MacFarlane, 715 Transportation 


Paranagua—Transparana Ltda. 


Route Your 
Coffee Shipments 
To Pacific Coast Ports 


on the fast, modern ships of 
Pacific Argentine Brazil Line 


Pacific Argentine Brazil Line 


PAB Line gives shippers every advan- 
tage. Regular sailings, fast transit time, 
large terminals with rail facilities, modern 
loading and unloading equipment... careful 
handling and proper stowage. Plus experi- 
enced personnel that watch all the details to 
expedite your shipment. Write for sailing 
schedules and needed information. Offices in 
principal ports 


(Accommodations for 12 passengers) 


POPE « TALBOT LINES 


PACIFIC ARGENTINE BRAZIL LINE 
PACIFIC WEST "INDIES PUERTO RICO 
PACIFIC COASTWISE * PACIFIC & ATLANTIC INTERCOASTAL 


Executive Offices * 320 California St. + San Francisco 4 


SAILS 


LA 
12 
23 
23 
28 


~ 


NAD 
ern 
oo 


23 


418 
4/24 
427 
514 
5/25 
5 26 
6/12 
6 20 
6 24 


LIMON 


LOBITO 


SHIP 


UNION 


Gunners Knot 
Choluteca 
Cst! Nomad 
Cubahama 
Gunners Knot 
Anchor Hitch 
Cstl Nomad 
Cstl Avnturer 
Anchor Hitch 
Gunners Knot 
Cstl Avnturer 
Gunners Knot 


Fiador Knot 
Cape Cod 
Levers Bend 
Cape Ann 
Fiador Knot 
Cape Cod 
Levers Bend 


Del Rio 
Hopevilie 
Afr Patriot 
Del Soi 
Afr Glen 
Temeraire 
DelOro 
Templar 
Hopeville 


LUANDA 


416 
417 
4 30 
512 
5/21 
5 28 
610 
6 18 


7/22 


MARACAIBO 


& 
nm 


awu 


Dei Rio 
Hopeville 
Afr Patriot 
Del Sol 
Temeraire 
Afr Glen 
Del Oro 
Templar 
Hopeville 


Monica 
Svaneholm 
Clara 

Vigor 

Sotia 
Gunners Knot 
Monica 

Cst! Nomad 
Clara 

Sofia 

Monica 
Svaneholm 
Anchor Hitch 
Clara 
Rgnhidsholm 
Sofia 

Monica 

Cst! Avnturer 
Clara 

Askot 

Sofia 

Paula 


Gunrers Knot 


MATADI 


Nei Rio 
Hopeville 
Roseville 
Afr Pilot 
Del Sol 
Triton 
Temeraire 
Afr. Glen 
Del Oro 
Fernguilf 
Templar 
Roseville 
Hopeville 
Trito 


Grace 
UFruit 
Grace 
UFruit 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


UFruit 
UFruit 
UFruit 
UFruit 
UF ruit 
UF ruit 
UFruit 


Delta 


Cristobal 
Cristobal- 
Cristobal 
Cristobal 
LA5 22 
Cristobal 
LA6 2 

Cristobal 
LA6 20 
Cristobal 
LA7 13 
LAS 5 


NO4 
NY4 
N05/7 
NY5 13 
NYS 27 
N06 5 


NOS 17 


Barb-FAfr NYS 30 


Ferrell 
Delta 
Farrell 


NY6.5 
N06 13 
NY7/2 


Barb-WAfr NY6 24 


Delta 


N07 11 


Barb-WAfr NY7 20 
Barb-WAfr NY8 24 


Delta NO5 17 
Barb-WAfr NY5 30 
Farrell NY6 5 
Delta N06 13 
Barb-WAfr NY6 24 
Farrell NY7/2 
Deita N07 11 
Barb-WAfr NY7 20 
Barb-WAfr 24 
Grace NY3 18 
Swed-Am 1 
Grace NY4 25 
Swed-Am MIS 13 
Grace NY5 2 
Grace LAS 22 
Grace NYS 9 
Grace LA6 2 
Grace NYS 16 
Grace NYS 23 
Grace NY5 30 
Swed-Am MI6 12 
Grace LA6 20 
Grace NY6 6 
Swed-Am MI6 22 
Grace NY6 13 
Grace NY6 20 
Grace LA7 13 
Grace 27 
Swed-Am MI” 16 
Grace NY7 4 
Grace NY? 5 
Grace LAS 5 
Delta NOS 17 
Barb-WAfr NYS 30 
Barb-WAfr NYS 17 
Farrell NY6 5 
Delta N06 13 
Barb-WAfr NY6 15 
Barb-WAfr NY6 24 
Far ell NY7 2 
Delta N07 11 
Barb-WAfr NY7 10 
Barh-WAfr NY7 20 
Barb-WAfr NYS 12 
Barh-WAfr NY8 24 


Barb-WAfr 


co 


FFEE 


419 
438 
420 
5/3 
SF5.25 
518 
SF6.5 
610 
23 
7/3 
SF7 16 
SFS 8 


To5 18 


SF6 5 


SF6 23 


SF8 8 


Se5 30 


Se6 10 


Se28 


Se7 21 
Se8 13 


Se6 10 


Se6 28 


Se7 21 


Se8 13 


AND TEA 


INDUSTRIES 


. 
LINE DUE 
412 
418 
426 
5/2 
511 
516 
525 
4 
| - 
F525 Se5 30 
6506 
613 
6.17 
6 20 
6 25 
6 27 
74 
710 
4/14 
115 
4 20 
5 10 
63 
= 
14 
7 20 
30 


SAILS SHIP 


MOMBASA 


411 Rob Sherwood Robin NY 
5 Afr Sun Farrell NY6 21 
5 6 Rob Doncster Robin NY 


PARAMARIBO 

4 23 Byfjord Alcoa NY5 10 
5.14 Thulin Alcoa NY5 31 
PARANAGUA 

Stlveroak Silver LAS & 
414 Nicaragua Lloyd N05 9 


4.18 Del Monte Delta NO5 15 
4.19 Forester PAB LAS 17 
4 28 Bowrio 1FC NYS 20 
4 29° Tindefjeti Nopal NO5 18 
4.29 Paraguai Lioyd NO5 24 
5 3 Del Santos Delta N05 27 
510 Trader PAB LA6 7 

5 Limburg JavPac LA6.8 

5/15 Del Aiba Delta N07 9 

610 Sandal Silver LA7 9 

6 13 Seafarer PAB LA7 9 

Silverteak Silver LAR 

PUERTO CABELLO 

4°10 Cavalier Alcoa Mo5 15 
413 Paula Grace NY419 
414 Clara Grace NY3 25 
414 Clipper Alcoa Mo5/22 
4.19 Vigor Swed-Am MI5 13 
Corsair Alcoa MoS 29 
425 Sofia Grace 

4 28 Cavalier Alcoa M05 8 
5 2 Monica Grace NYS 9 

55 Clipper Alcoa 
5 12 Sofia Grace NY5 23 
512 Corsair Alcoa Mo5 22 
5 18 Paula Grace NY5 24 
519 Cavalier Alcoa Mo5 29 
5 19 Monica Grace NY5 30 
5 21 Svaneholm Swed-Am 12 
5 25 Rosa Grace NY5 31 
5°26 Clara Grace NY6 6 

5/31 Danahoim Swed-Am MI6 22 
61 Paula Grace 

62 Sofia Grace NY6 13 
68 Rosa Grace NY6 14 
69 Monica Grace NY6 20 
615 Paula Grace NY6 21 
616 Clara Grace NY6 21 


MI7 16 


Swed -Am 


Askot 


PUNTARENAS 


Cristobal 
5 


2 
6 29° Gunners Knot Grace 
7 Gunners Knot — Grace 


RIO de JANEIRO 


19 Trader PAB LA6 7 
JavPac LA6 8 


410 Eidanger SCross NY4 26 
411 Wideawake Sprague NY4 28 
4°12 Honero Dodero 27 
4.13 Del Campo Delta NO4 28 
419 Del Mar Delta NO5 2 

4 Silveroak Silver LAS & 

4 22 Colombia Lioyd N05 9 

423 Kim Stockard NY5 6 

4°27 Del Monte Delta N05 15 
4 28 Forester PAB LA5 17 
52 Tindefjel! Nopal NO5 18 
53 Dei Valle Delta N05 17 
5/7 Paraguai Lloyd NOS 24 
5/11 Del Santos Delta NOS 13 
517 Del Norte Delta N05 30 

5 


Limburg 


APRIL, 1950 


4°15 Gunners Knot Grace Cristobal 
416 Choluteca UFruit Cristobal? 
Nomad Grace Cristobal 
5 6 Gunners Knot Grace LAS 22 
5.12 Choluteca UFruit Cristobal 
5 14° Anchor Hitch Grace Cristobal 
5.17 Nomad Grace LA6 2 

64 Anchor Hitch — Grace LA6 20 
66  Cstl Avnturer Grace Cristobal 
6 27 Avnturer Grace LA7 13 


SF5 11 
Ho5 12 
Ho5 20 
SF5 19 
Bo5/ 25 
cc5 21 
Ho5 27 
Ho6 1 

SF6.9 

SF6 11 
Ho7 14 
SF7 12 
SF7 11 
11 


N05 17 


NO5 24 


N06 1 


17 


NO5 17 


24 


N06 1 


29 
Bo4 30 
Ho5 1 
Ho5 3 


SF5 11 
Ho5 12 
Ba5 & 

Ho5 20 
19 
cCC5 21 


Ho5 27 
Ho5 27 


SF6.9 
SF6 11 


Po5 17 


Se5 25 
Pa5 27 
Ho5 22 


Se6 15 
Po6 17 
Po7 18 


Se? /17 
17 


Pa5 3 
Pa5 2 


Po5 17 


Se5 25 
Ho5 22 


15 
Po6 17 


Va5 25 
Ba5 29 


Ba5 4 


Se6 3 


Va6 15 
Se? 3 


Va6 & 


Po5 28 


Po6 18 


Va8 & 
Po7 20 


Nf5.5 


Va6 8 


Po6 18 
Va7 


© PERSONAL SUPERVISION 
e CAREFUL HANDLING 
@ COURTEOUS SERVICE 


Shipping COFFEE 
FROM BRAZIL? 
IFC LINES 


INTERNATIONAL FREIGHTING CORPORATION, INC. 


17 Battery Place, New York City — Phone I Iighy 4-2800. Pier 
2, Erie Basin, Brooklyn, N.Y Phone MAin 5-3158. BRAZIL, 
Agencia Johnson, Ltda., Santos & Rio de Janeiro 


Agents 
CHICAGO, ILL. —F.C Macfarlane 209 PITTSBURGH, PA.—Lamark Shipping 
S. La Salle St Agency 202 Henry W. Oliver Bldg 
BALTIMORE, MD The Hinkins Steam NEW ENGLAND. Roger Neidlinger 
ship Agency, Inc Munsey Bldg Westport, Conn 
DETROIT, MICH C. MacFarlane CANADA Cunard Conaldsor itd 


15 Transportation Bidg Montreal and Toror 


BUENOS AIRES Avenida Pte Julio A. Roca 


Pleasant accommodations for 12 passengers on all TFC ships 


WHEN YOU SHIP BY SEA, CONSULT IFC 


\ 

COMPANY 
SHIPPING Our Ofhee 
Infor’ 

ling 

NEw 
New yORK w 
CHICAGO 


Consul 


For ORLEANS 


vis 
LO 
ASHINGTON 


4 
\ 
\ 
Va6 15 
Se7 3 
Se8 3 
Se9 
— 
F 
i / 
WRUGUA 
62] — Ch 
west AFRI 
ARGENTIN 
4/30 
5 25 \ vas 
7 — 
Va5 25 P05 28 
| 
3 


AMERICAN Freight and Passenger 

Service between East 

REPUBLICS Coast of United States 
LINE = and the countries of 


PACIFIC — 

ervice between est 

REPUBLICS Coast of United States 
LINE and the countries of 

AMERICAN Freight and Passenger 

Service between East 

SCANTIC Coast of United States 
LINE and the countries of 


BRAZIL 
URUGUAY 
| ARGENTINA 


\ BRAZIL 
URUGUAY 
| ARGENTINA 


NORWAY 
DENMARK 
SWEDEN 

, POLAND 
FINLAND 
RUSSIA 


For complete information apply 


MOORE-McCORMACK LINES 


5 Broadway, New York 4 


Offices in Principal Cities of the World 


baat 620 Gravier St., New Orleans, La. ade) 


32 


OF SOUTH AMERICA 


FORTNIGHTLY AMERICAN FLAG SERVICE . . . 


fast, efficient service from Gulfports—with 
Limited Passenger Accommodations. 
cargo handling—contact us today! 

other cities are: GRACE or LYKES. 


Expert 
Agents in 


GULF & SOUTH AMERICAN 
STEAMSHIP CO., INC. 


SAILS 
DIO de JANEIRO (Continued) 


u 


22 
25 
31 


20 
22 
20 


SAN JOSE 


SANTOS 


10 
10 
13 
17 
18 
18 
18 
20 


20 Moormacdawn 


20 
20 
21 
22 
25 
26 
27 


28 


1 


2 
2 
3 
6 
9 

10 
10 
11 
16 
18 
20 
23 
23 
30 
6 

ll 
13 
20 


VICTORIA 


10 
15 
25 
29 
10 
13 
25 
27 
8 


> 24 


SHIP 


Honduras 
Del Aires 
Del Sud 
Nel Viento 
Del Mar 

Seafarer 

Silversndl 
Del Alba 
Silverteak 


Cst! Nomad 

Anchor Hitch 
Gunners Knot 
Csti Nomad 

Avnturer 
Anchor Hitch 
Gunners Knot 
Cstt Avnturer 
Gunners Knot 


Honero 
Wideawake 
Mormacsea 
Argentina 
Abbedyk 

Del Mar 
Nicaragua 
Mormacwren 


Silveroak 
America 
Kim 

Fenris 

Del Monte 
Mormacsurf 
Forester 
Mormacteal 
Tindefjell 
Brazil 
Mormacyork 
Bowrio 

De! Valle 
Paraguai 
Alphacca 
Del Santos 
Trader 
Uruguai 
Limburg 
De! Norte 
Honduras 
Venezuela 
Del Aires 
Arendstiyk 
Del Sud 
Del Viento 
Silversandal 
Del Mar 
Del Alba 


Cuba 

Nel Campo 
Nicaragua 
Del Monte 
Paraguai 
Del Santos 
Honduras 
Del Aires 
Del Viento 
Del Alba 


CALCUTTA 


Magdapur 

City- Durban 
City Cpetwn 
City- Brkohd 


LINE DUE 


Lloyd Ho6 10 
Delta N0610 Ho06/15 
Delta N06 13 

Deita N06 Ho6 28 
Delta N06 27 

PAB LA7,9  SF7/11 
Silver LA7‘9 SF7/12 
Delta NO7 9 Ho7/14 


LAS 8 SF8/11 


Silver 


Grace Cristobal 4 30 
Grace Cristobal 518 
Grace LA5/22 SF5/25 
Grace LA6 SF65 
Grace Cristobal 610 
Grace LA6 20 SF6 23 
Grace Cristobal 7/3 
Grace LA7 13 SF7/16 
Grace LAS 5 SF8 8 


Ho5/1 
NY4 28 Bot 30 
Moormac Jx NY BO 

Moormac NY 


Dodero NO4 27 


Sprague 


Se7/17. Va7/17_ /20 
Po7/18 Se8 3 Va8 8 
Po8/17 Se9 8 


Se5 30 
Se6 10 


Se6 28 


Se7 21 
Se8 13 


Pa Nf Ba Ha 


Hol-int NY5 4 BoS 6 Nf510 Ba5 11 Pad 12 
Delta N05 2 

Lloyd N05 Ho5 12 

Moormee Jx NY BO Pa Nf Ba Ha 
Moormac US Can Pac Cst_ Pts 

Silver LAS SF5/11 P05 17 Se6 3 Va68 
Lioyd NYS 7 

Stockard NYS 6 8 

Norton Bo5 10 NY5/11 Pad 13 

Delta NO5 15 Ho5 20 

Moormac Jx NY BO Pa Nf Ba Ha 

PAB LAS 17 °SF5/19 Se5 25 Va5 25 Po5 28 


Moormac Jx NY BO 
Nopal 


Moormac NY 

Moormac Jx NY B) Pa Nf Ba Ha 

1FC NYS 20 B25/25 Pa5 27 Ba5 29 

Delta NO5 17 

Lloyd 24 Ho5 27 

Hol-Int NY5 22 Bo5/24 Nf5 27 Ba5 30 Pad 31 
Delta NO5 27 Ho6 1 

PAB SF69 Se615 Va6 15 18 
Lloyd 22 

JavPac LA6 8 SF611 P0617 Se7 Va7 8 

Delta NO5 30 

Lloyd N06 7 Ho6 10 

Lloyd NY6 6 

Delta N06 10 Ho6 15 

Hol-Int B06 10 Nf6 14 Ba6 15 Paé 16 
Delta N06 13 

Delta N06 23 Ho6 28 

Silver LA7 9 SF7.12 Po7 18 3 vas 8 

Deita N06 27 


Delta 


18 CC5 21 


Pa Nf Ba Ha 


Lioyd NO4 24 Hod 27 
Delta NO4 28 Ho5 3 
Lloyd N05 9 Ho5 12 
Delta 15 Ho5 20 
Lloyd NO5 24 Ho5 27 
Delta NOS 27 Ho6 1 
Lioyd N06 7 Ho6 10 
Delta N06 10 Ho6 15 
Delta N06 23 Ho6 28 
Delta 9 Ho7 14 
TEA BERTHS 
Cunard Bo6 NY Pa 


Ell-Buck StJo6 1 
Eli-Buck Bo6 8 
Ell-Buck Bo7 9 


NY6 9 
NY7 11 


COFFEE AN 


Ba Nf 


Pa6 13 Ba6 14 Nf6 16 
Pa7 14° Ba7 15 Nf7 18 


D TEA 


INDUSTRIES 


{ 
MOORE-Me CORMACK 1 
14 
| 
= 
4/20 
5 31 
611 
6/23 
7/27 
| | 
| H 
| 
: 
\ 5 
ECUADOR iy, ‘ 
5 
\ /, 5 
VIA} 6 
6 NO7 4HO7 14 
| 
| \\ \ 4 
4 
| 4 
WEST COAST 
5 
5 
5 
423 
57 


SAILS SHIP LINE DUE 


COLOMBO 

4°24 Brit-Prince Prince Bo5/20 NY5 22 26 Ha6 3 MI6/5 
4°29 Silvercrest Silver tA SF Po S Wa 
514 Ferndale Barb-Frn US6 8 

Fernland Barb-Frn US7 4 

6 18 Mandeville Barb-Frn US7 12 

7/7 Jav-Prince Prince Ha8 1 BoS 4 6 
7/11 Fernfield Barb-Frn US8 4 
HONGKONG 

4.19 Talleyrand Barb-Wn SF5.12 LAS 14 NY5 28 
5/4 Tancred Barb-Wn SF5/27 LA5 29 NY6 12 
519 Titania Barb-Wn SF6/11 LA6 13 NY6 27 
64. Fernside Barb-Wn SF6/27 LA6 29 NY7 12 
619 Trafalgar Barb-Wn SF7/12 NY7 28 
Tulane Barb-Wn LA7 29 NY8 12 
KOBE 

4/11 Fernstream Barb-Wn SF4.27 LA4 29 NY5 13 
4°26 Talleyrand Barb-Wn SF5/12 LA5 14 NY5 28 
5/11 Tancred Barb-Wn SF5/27 LAS. 29 NY6/12 
5/26 Titania Barb-Wn SF611 LA6/13 NY6 27 
6/11 Fernside Barb-Wn SF6/27 29 NY7 12 
6 26 Arafalgar Barb-Wn SF7.12 LA7/14 NY7/28 
Tulane Barh-Wn SF7 27 NY8 12 
TANGA 

5/5 Afr Sun Farrell Bo6 19 NY6 21 Pa6 24 Ba6 26 
YOKOHAMA 

4/15 Fernstream Barb-Wn SF3/27 LA4/29 NY5 13 
4°30 Talleyrand Barb-Wn SF5.12 LAS 14 28 
5 15 Tancred Barb-Wn SF5/27 LAS/29 NY6 12 
5 30 Titania Barb-Wn SF6/11 NY6 27 
6 15 Rernside Barb-Wn SF6/27  LA6 29 NY7 12 
6 30 Trafalgar Barb-Wn SF7/12 14 NY7 
7 


15 Tulane Barb-Wn SF7/27 LA7 NY8 12 


Will discharge U. S. ports, sufficient cargo offering. 

New York, Boston, Philadelphia, Norfolk, Baltimore and Montreal. 

* Accepts freight for New York, with transshipment at Cristobal, C. Z 

* Accents freight for Atiantic and Gulf ports with transshipment at Cristobal, C. 2 


New Salvadoran coffee crop to be under 1948-49 record 


The 1948-49 Salvadoran coffee crop amounted to 1,236,- 
250 bags of 60 kilograms each. This ts the largest crop in 
Salvadoran history. Export shipments during the crop 
year also set a new record of 1,250,844 bags, an increase of 
more than 25 per cent over the 1947-48 crop year, when 
993,929 bags were exported. 

Shipments to the United States during the 1948-49 crop 
year totaled 1,124,678 bags, or about 90 per cent of all 
cottee exports. Sizable shipments were made to Italy, 
Switzerland, Canada, and Cuba during the year. 

Preliminary estimates place the 1949-50 crop at 1,035,- 
000 bags. 


MEDITERRANEAN 


BLACK SEA RED SEA INDIA 
PAKISTAN CEYLON BURMA 


AMERICAN EXPORT 
LINES 


37-39 Broadway, New York 6, N.Y. 


ORTEGA AND EMIGH, INC. 


Coffee Importers 


Quality Coffees From 
COLOMBIA-SANTOS 


GUATEMALA-EL SALVADOR-COSTA RICA 
MEXICO-NICARAGUA 


461 Market St. San Francisco 


42 Broadway 


SOUTHERN CROSS LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 
General Agents 


New York 4, N. Y. 


ROASTING 


GRINDING MILLS MOONEY & SON, INC. 


PACKING 


VACUUM PACKING 
(Including Cans) 


Coffee Trade Roasters 


20 FULTON STREET, NEW YORK 7, N. Y. 
Telephone: WHitehall 4-5138 
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pre dropped. The only other important influence to 
account tor the growth in Chase & Sanborn was its Major 
Bowes Radio Program! 

Further study of this problem led us to conclude that 
the major trend in people's cotfee habits was toward the 
adoption of coffees in vacuum cans Subsequently, Hills 
Bros., Folger, Beechnut and others adopted the vacuum 
can. The trend of coffee brands, by types of container, 
and as measured by The Psychological Barometer, 1s 
shown in Chart D 

The one most important factor mfluencing people 
tdopt a particular brand of coffee 1 its quality ov the adver 
tising means by which the quality story is told 

Ihe growth of the vacuum pack coffees is due to 
people's desire tor a better-tasting coffee. Chase & San 
born, more than any other brand up to 1936, had iden 
tified taste with freshness. Its slogan, “Look for the Date 
on the Can,” was identified by more than 80 per cent of 
our Barometer respondents. When Chase & Sanborn 
went to a paper bag it sacrificed its years of freshness 
idvertising for a temporary advantage, a sacrifice from 
which it has never recovered 

The use of bags by the A& P ts, of course, quite dit- 
ferent There the bags are related to on-the spot grind- 
ing and a freshness story which only other large chain 
stores can duplicate 


/ 


f radical price incredes he relative importance 


} guality 1 greater today than ever 

The importance of quality, especially as it affects taste, 
has grown rather than decreased. With the spread of the 
cotfee-drinking habit, people have become continuously 
more finicky. The evidence of this, in terms of brands, ts 
shown by the growth of Savarin, Martinson’s, Hills Bros., 
and other brands which have managed to create the im- 


pression that they are somchow unique in quality. The 


LEON ISRAEL AGRICOLA e 


Why people buy a certain brand of coffee 


Coffee Planters and Exporters 


SANTOS @ RIO DE JANIERO @ ANGRA DOS REIS @ PARANAGUA 
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further growth of these brands and the successtul market- 
ing of new quality brands seems, at this time, quite likely 

The expansion of caffein-less coffees and also of imstan 
coffees seems distinctly limited 


Caffein-less coffees, such as Sanka and Kattee Hag, 
seem largely to have proved their limitations, market-wise 
The convenience factors of instant coffees seem to have a 
limited effect, although such coffees may have somewhat 
further to go before their limits are reached. 

There ts always, of course, the possibility that some 
way will be found to produce an instant cotfee with the 
taste and aroma of regular cotfee. Or there may be some 
new scientific discovery such as the University of Illinois 
findings in regard to ammoniated dentitrices. If so, we 
may see another advertisers’ miracle, this time in the 


coffee field. 


Report research into chemistry of roasted coffee 

An investigation into the production of aroma in 
roasted coffee has determined some of the principle volatile 
constituents, it is claimed by E. B. Hughes and R. F. 
Smith in an article in the November, 1949, issue of the 
Journal of the Society of Chemical Industry, London. 

In the staling of cotfee only small losses of aldehydes, 
acetone, and volatile phenols occurred and there was no 
loss of pyridine or of furfural, despite the volatility ot 
these constituents, the authors reported. Apart from a 
conversion of diacetyl to acetyl-methyl carbinol, no change 
indicating a loss of aroma was discovered 

When coffee was prepared for drinking, some losses of 
volatile constituents were detected. The substance, or sub- 
stances, giving the characteristic aroma to roasted coffee 
is as yet unidentified, the research team stated. It ts 
probable that other less volatile substances, that are soluble 
in light petroleum and are readily oxidizable, are involved 


in the tlavor of roasted coffee. 


EXPORTADORA S/A, (BRAZIL) 


ASK FOR L A i QUALITY 


ISRAEL 


LEON 


101 Front St. 
NEW YORK 


Coffee Importers and Jobbers | 


300 Magazine St. 
NEW ORLEANS 


& BROS., INC. 


160 California St. 404 North Wells St. 
SAN FRANCISCO CHICAGO, ILL. 


General Agents for Europe: ISRAEL (LONDON) 


LIMITED, 110 Cannon St., London E.C. 4, England 
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1949 
Total 
Entries Deliveries—from : Visible Supply—tist of Month 
Brazil Others Total Brazil Others Total 
2,083 1,052 833 1,885 1,141 378 1,519 
1,493 998 718 1,716 1,292 582 1,874 
1,479 451 1,470 1,021 374 1,395 
November 2,633 774 1,021 1,645 
December 1,903 509 1,763 1,623 Sf) 1,982 
January 1,608 S04 1,706 273 339 1612 
February 1,608 782 1,518 1,046 376 1,422 
March (1-30) 1,003 1137 S13 1,324 
Figures by Coffee & Sugar Exchange, Inc., mn bags of origin. Preliminary) 


The Coffee Outlook 


Some opinions on the outlook for cotfce which carry 
considerable weight were put before the Senate agriculture 
subcommittee cottec the group 
headed by Senator Guy Gillette 

The coffee men who testified at the hearings, resumed 
after a three-month gap, were pretty much in agreement 


that lower coffee prices were not likely in the near future 


investigating prices 


They indicated that the soonest one can expect a decline, 
if then, is in the fall, when the flowering of the 1951-52 
crop takes place. If the flowering indicates a good crop, 
the market will anticipate that development. 

Leon Israel, Jr., estimated the coming year’s crop in 
Brazil at 15,650,000 bags. 

He deplored the use of the word “shortage,” explain- 
ing that “there is and will be enough coffee for everyone 
here, but if shipments continue at the present rate another 
16 months, there will be only 2,900,000 bags left over 
a delicate balance of supply and use 

George Robbins told the committee he felt that coffcc 
would remain in a “statistically tight’ position at least 
until the 1951 summer crop ts harvested. 

Frank Kurtz, of the American Coffee Corp., felt that 
a good tlowering in Brazil in September-October would 
soften the market, even though that coffee would not be- 


Coffee Movement In The U. S. Market 


(Figures in 1,000 bags) 


come available until July, 1951. He also thought that 
over-all supplies would be tight until the 1951-52 crop ts 
harvested in Brazil. 

Some clucs were given by these coffee men as to trends 
in consumer buying after the October-November price 
rise. Mr. Kurtz said A & P had found its lowest price 
brand getting record sales, while the two top brands found 
sales declining. Sales of other brands, not A & P's, fell 
off 50 per cent. 

A Maxwell House vice president revealed that the 
company’s roasted coffee sales to housewives had dropped 
about 15 per cent. He added that there would probably 
be less profits for the Maxwell House Division this year 
than in any other recent year. 

Mr. Israel passed along chain reports of increased sales 
of their private blends in bags, and declining sales of 
vacuum packed coffee. His own company’s sales to 
roasters in January and February were off less than five 
per cent compared to a year ago. 

In the meantime, Theophilo de Andrade, president of 
the Pan-American Coffee Bureau, issued a blunt statement 
in Rio attacking the hearings. 
in Brazil, since Senator Gillette had already been given the 
“certainly not furthering 


He said they were resented 


facts, and the committee was 


the Good Neighbor Policy.” 


Consolidated Carloads Our Specialty 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Grecn 9-0780 
Serving The Coffee, Tea & Spice Trade For Many Years 


Riverfront Warehouses 


Bowne Morton’s Stores, Inc. 


611 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 


Free And Bonded Warehouses 


COFFEE ROASTING 
VACUUM PACKING 


4é TARDE 


20 Fulton Street 


A Complete COFFEE ROASTING SERVICE to the 
trade ... We pack all type containers including vacuum 
cans and glass jars under YOUR label . . . For over 70 
years the Haulenbeek Co. have been coffee roasters 
and packers to the trade. We have never sold coffee. 


WHitehal! 


JOHN W. HAULENBEEK CO.. Ine. 
New York 7, N. Y. 


4-5137-8-9 
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IMPORTERS OF GREEN COFFEE 


Cables: Cafasiatic: Teletype NY |-1713X 
103 FRONT STREET Telephone: WHitehall 3-6286-7-8 NEW YORK 5, N. Y. 


BRAZILIAN WARRANT COMPANY. INC. 
NEW YORK NEW ORLEANS 
91 Front Street 223 Magazine Street 
Agents for 
Brazilian Warrant Co... Ltd. 
London—Santos—Rio de Janeiro—Sao Paulo—Paranagua 


K. JOMNSTON & COMPANY. LTD. 
London —Santos—Rio de Janeiro— Paranagua 
Old East African Trading Co. 
Mombassa. British East Africa 


Established in Brazil as Coffee Exporters in 1842 
Also All Growths African Coffees 


W.R. GRACE & CO. 


San Francisco New York New Orleans 
| x x 
QUALITY COFFEES 
Colombians Central Americans 
Medellin Armenia Manizales Guatemala Nicaragua 
Tolima Girardot Libano Salvador Costa Rica 
Eeuadors 


Unwashed Washed 


COFFEE 


IMPORTERS 
NEW ORLEANS 


Direct Connections in Most Coffee Producing Countries 
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Many coffee companies got hurt 

We haven't stopped to track it down, but there is a 
notion, somewhat widespread, that all cotfee companies 
liked the drastic price rise last fall. 

The same Washington source which has been adding 
more thunder than light to the coffee picture has, on more 
than one occasion, hinted at a reason. The reason, as 
you May guess, is profits. 

The way the notion goes, when the prices skyrocketed 
the cottce firms all began to rake in fat profits. 

That this notion is a myth has been pointed out before 
The fact is that many a coffee executive, in the roast end 
and in the green end, is grayer or balder today because 
of the strain of trying to do business under the conditions 
prevailing last fall. 

As tor roasters selling to the restaurant field, the 
drastic rise brought into being serious problems which 
they had not faced before, or only in a minor way. 

Now that the books tor the fiscal year 1949-1950 are 
being closed, final and complete proof is available to 
demolish the notion wherever it may still exist 

The fact is, Bill Williamson, NCA secretary-manager, 
commented last month, that many coffee companies lost 
money in 1949. For some of the companies, the drastic 
rise even proved to be a catastrophe. 

The way Mr. Williamson put it, this was due to the 
fact the green coffee prices advanced so much more 
rapidly than wholesale prices to retail stores and whole- 
sale distributors. Losses were inevitable for any company 
unable or unwilling to anticipate their requirements for 
the last three months of the year. Some large, as well as 
some small and medium sized companies, were caught in 
the trap 

The most direct beneficiaries of the price increase were 
American exporters with outstanding claims in Latin 
America, he pointed out. Of the additional money re- 
ceived by the producers, a great portion was used to pay 
debts incurred here when cotfee prices were depressed 
below the costs of production. This cevelopment will, of 
course, be of great benefit to Western Hemisphere trade 


during the coming year. 


The coming iced coffee season 
Promotion of iced coffee in the season ahead will, in 
the main, be up to the coffee distributors themselves, as 
has been true for too many seasons now. 
The full weight of industry-wide promotion, uniting the 
trade here and the producers in a coordinated drive, will 
not be telt. The reason is that Brazil's contribution to 


the coffee promotion fund did not come through. 
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The hope now is that this money—together with con- 
tributions from the other cotfee producing countries will 
come through in the near future. In fact, the Cotfee 
Advertising Council is being revitalized on the basis of 
this expectation. 

At this writing, however, Brazil's contribution has not 
materialized. The delay is not easy to comprehend. It 
it iy permitted to drag on, plans for an all-out promotional 
drive for the fall and winter season may be undermined. 
Momentum in a trade-wide campaign, particularly on the 
heels of a long hiatus, cannot be generated overnight. 

Whatever the reasons for the delay may be, President 
Dutra would demonstrate high statemanship were he to 
sweep those obstacles aside and clear the path for the 


money to be transmitted 


Tea's campaign is rolling 

The “partnership marketing” fund of one million dol- 
lars contributed by the tea tr:de here and the producers 
is sparking one of the greatest promotion drives the 
industry has ever seen. 

If you want to get an over-all view of the campaign, 
look at the articles starting on the next page. 

You'll find that the effort includes advertising in news- 
papers throughout the country, in big national magazines, 
plus point-of-sale material for both grocery stores and 
restaurants, along with selling aids for tea salesmen. 

But it also includes measures to guarantee that the 
greatest possible number of tea men—pirticularly the 
salesman who comprise this industry's front line in the 
drive—understand fully the why, what, how and when 
of the promotion. 

These measures are the merchandising meetings which 
are now underway for the grocery trade and tea salesmen 
catering to restaurants. 

We're convinced that those packers who tie in most 
energetically will gain the most. 

If you make sure your men attend the meetings in your 
area, you'll be giving them a solid and ready-made one- 
session course on how to improve their volume. 

If you hook your advertising into the timing and theme 
of the drives newspaper and magazine advertising, you'll 
be adding results to your own investment. And by using 
the mats available to you on the “under pressure’ theme, 
your ads will be adding their mite to the power of the 
over-all push. 

From the activity and enthusiasm sweeping through 
the tea trade, it seems certain that if it lies within the 
industry's efforts to maintain and increase last year's tea 


consumption gain, it will be done 
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‘All of the factors in the tea business are solidly united in an in- 
dustry-wide effort.” From the sound-slide film, "A New Leaf for Tea.” 


The experts were unanimous in agreeing that the two-ounce formula 


made real homemade iced tea.” From “The Case of the Missing 


Tea Bag. 


The big drive is on. Directed by the Tea Council, heavy 
guns are being unlimbered for the first salvos in a long 
range program aimed at boosting tea sales in this country 
The goal in the grocery market 1s ten per cent a year for 


five years, for a total 50 per cent increase in that time. 


During the next 12 months at least $1,000,000 will be 


spent to convince Americans of the theme of the drive: 
When you're under pressure, drink tea 

The funds, contributed on a 50-50 basis by the U. S. tea 
trade and the producing countries, last month was called 
partnership marketing” with great significance by Robert 
B. Smallwood, president of the Tea Association of | the 


U.S.A 


The tea producers in the sterling area countries have 


and chairman of the Tea Council 


joined hands with the American tea trade in a common 


undertaking to carn more dollars,’ Mr. Smallwood pointed 
out As Marshall 


be tound to close the 


Plan aid diminishes, other ways must 


dollar gap It is heartening, there- 
fore, that a program of this sort has been launched, and that 
it 1s based on private initiative 


What ts probably the 


most extensive merchandising cam 
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Tea drive to promote 


paign in the history of the tea industry is already underway. 

In about 30 cities throughout the country tea trade com- 
mittees have been formed to stage meetings with the grocery 
trade and with packer salesmen to tell them first-hand about 
the industry-wide campaign and the point-of-sale material 
A sound film, “A New Leaf for Tea,” 
is being shown at these mectings. 

In addition, meetings are bein held in 42 cities of tea 
packer salesmen who cater to the restaurant field. A differ- 
ent sound slide film, “The Case of the Missing Tea Bag,” 
shows the salesmen how to win their customers to increased 


available to grocers. 


iced tea volume. 
The theme of the advertising campaign ts based on the 
feeling most Americans have that they are under pressure. 


“Tea,” the Council points out in a brochure for grocers, ‘1s 


the great pressure remover. Tea ts the pickup without a let- 
down. Tea is nature's answer to this ‘pressure’ age. 

The advertising, handled by the Leo Burnett Co., Inc., 
fer the Tea Council, deliberately avoids illustrations of fancy 
china, fine silverware and other things which add up to sym- 
bolizing tea parties or “the upper class This is done de- 
liberately to give the ads universal appeal, to emphasize tea 
as the natural drink for all Americans 

In fact, the pictures used in the ads show a variety of 
down-to-earth cups and mugs as used by ell kinds of people. 

Proper brewing 1s presented in a light, but me morable 


way, in this illustration jingle: 


To Make Good Tea... The Steps Are Three 
1. Have the water for your tea 
Boiling, boiling merrily! 
2. Tea bag or teaspoon-—it matters not 
One for each cup and one for the pot. 
3. Don’t skimp the time in which you brew it 


Three minutes or more—no less will do it! 


P. S. 
and plenty of ice 


For iced tea, use half again as much tea 


Although the ads give these instructions for making tea 
in the home, they also promote the use of the beverage im 
For example, an ad scheduled for Life maga- 
“More and more restaurants 


restaurants. 
zine includes this suggestion: 
and hotels pride themselves on the way they brew. tea. 
Order some—you'll like it.” 

The first four ads in the campaign, which begins May 
29th, will center on iced tea, but will also mention hot tea. 

The magazines: — Lite, 
Saturday Evening Post, Look, Collier's. Alert packers will 
want to dovetail their own advertising and merchandising 
Here is the schedule for the 


ads will run in these national 


with the national promotion. 
first six months only: 

Life: May 26th, June 23rd, July 21st, August 18th, Sep- 
tember 8th, October 6th. Saturday Evening Post: June 
23rd, July 12th, August 2nd and 30th, September 27th, 
October 25th. Look: June 6th, July 4th, August 15th, 
September 12th, October 10th, Collier's: May 26th, June 
30th, July 28th, August 25th, September 22nd, October 20th. 

Ads will also be used in the color magazine sections of 
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S. sales with “under pressure” theme 


Industry campaign to use Sunday newspaper color supplements, 


the following new spapers in the Sunday Metropolitan group: 
Atlanta Journal, Baltimore Sun, Boston Globe, Buffalo Cou- 
rier-Express, Chicago Tribune, Cleveland Plain Dealer, Des 
Moines Register, Detroit News, Indianapolis Star, Milwau- 
kee Journal, Minneapolis Tribune, New Orleans .Times- 
Picayune, New York News, Philadelphia Inquirer, Pitts- 
burgh Press, Providence Journal, St. Louis Dispatch, St. 
Paul Pioneer Press, Washington, D. C. Star. 

In addition, ads will be taken in the following indepen- 
dent newspapers to supplement the Sunday Metropolitan 
group: Louisville Courter Journal, Columbus Dispatch, 
Houston Chronicle, Seattle Post Intelligencer, San Francisco 
Examiner, Portland Oregontan, Cincinnati Enquirer, Den- 
ver Post, Akron Beacon Journal, Oklahoma City Okla- 
homan, Dallas Times Herald, Kansas City Star-Times. 

You can get the exact dates of the advertisements in your 
local paper simply by calling their advertising department. 

The slide films are being presented to the meetings of 
grocers and tea packers’ salesmen by John Pierce, general 
manager of the Tea Association, and Tea Bureau field men 
under the supervision of James J. Booth, the Bureau's ad- 
vertising and merchandising director. 

All those attending the grocer meetings arranged by mem- 
bers of the tea trade in each city is given a copy of the 


As part of an extensive merchandising campaign to 
back the industry-wide advertising drive, members of the 
tea trade are arranging luncheon meetings throughout the 
country with the grocery trade. At these gatherings, the 
Tea Council's sound slide film, “A New Leaf for Tea,” 
is being presented. Some of these meetings, which began 
March 22nd, have already been held. Here is the schedule 
for the others: 

April 13th: Dallas, Adolphus Hotel; Columbus, Desh- 
ler-Wallick; Philadelphia, Benjamin Franklin; San Fran- 
cisco, Sir Francis Drake; Detroit, Statler. 

April 20th: Jacksonville, George Washington; Pitts- 
burgh, William Penn (dinner meeting); Portland, Ore- 
gon, Multonomah; Baltimore, Sheraton-Belvedere. 

April 21st: Milwaukee, Ambassador. 

April 27th: Buffalo, Statler; Washington, D. C., Carl- 
on. 

April 28th: Seattle, Olympic; Minneapolis, Nicolett. 

May 4th: Spokane, Spokane Hotel; Syracuse, Onon- 
daga; Atlanta, Ansley. 

Traimmg meetings on the two-ounce formula for pack- 
ers’ salesmen catermg to the restaurant trade are also 
underway now, The sound slide film, “The Case of the 
Massing Tea Bag,” is being shown. Some of the sessions 


have already taken place. Following are the ones which 
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national magazines, point-of-purchase selling aids, publicity 


under pressure” brochure, which explains the idea behind 
the promotion and includes actual reproductions of some ot 
the ads. In addition, each person is given a sample grocery 
store kit containing point-of-sale material prepared to imple- 
ment the advertising. 

Included in the point-of-sale material is a large poster 
which can be used as an over-wire banner, can be stapled 
or taped to the base of a mass display, or can be fastened 
to the inside of a window. The poster repeats the ‘under 
pressure’ theme in the same color and style as the ads, 

Another point-of-sale weapon is a bubble card which 
makes an effective tea department marker. It can be placed 
in a metal stand on the top of the tea department or the 
mass tea display. It can also be stapled to a thin piece ot 
wood and placed at the back of the display, braced by tea 
pac kages. 

An unusual point-of-sale piece, one which has touc hed off 
enthusiasm among grocery people, is a tear-off pad with 
brewing instructions for tea on the front and iced tea recipes 
on the back. The pad has a lip which makes it easy to tn- 
sert into the opening between the shelf and the shelf mould 
ing. It can also be tacked te » shelf divider 

The Tea Council is also making available a variety of 


(Continued on pare 4)) 


Tea meetings bring drive facts to grocer trade, restaurant salesmen 


are still ahead. Arrange for your own salesman to take 
m the meeting im your area. 

Meetings in the followmg cittes will be held Tuesdays 
and Fridays at 12:30 p.m., 3:00 p.m. and 6:00 p.m. 

Week of April 10th: Dallas, Adolphus Hotel; Col- 
umbus, Deshler-Wallick; Philadelphia, Benjamin Frank- 
lin; San Francisco, Sir Francis Drake. 

Week of April 17th: Jacksonville, George Washing- 
ton; Pittsburgh, William Penn; Portland, Oregon, Mul- 
tonomah; Baltimore, Sheraton-Belvedere. 

Week of April 24th: Buffalo, Statler; Seattle, Olym- 
pic; Washington, D. C., Carlton. 

Week of May Ist: Spokane, Spokane Hotel; Syracuse, 
Onondaga; Atlanta, Ansley. 

Meetings are also scheduled for the same hours in the 
following cities: 

April 24th, 25th: Miami, Columbus Hotel. May 8th, 
Yth: Mobile, Mobile Battle House; Minneapolis (St. 
Paul), Radisson; Worcester, Mass., Sheraton; Rochester, 
Sheraton. 

May I1th, 12th: Birmingham, Tutwiler; Milwaukee, 
Ambassador; Hartford, Bond. May 15th, 16th: Mem- 
phis, Peabody; Detroit, Statler (also May 17th); New 
Haven, Taft. May 22nd, 23rd: Chicago, Palmer House. 

Knoxville and Richmond, no dates set at this writing. 
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Tea Storage 


- Blending 


Reconditioning 


Repacking 


Tea Packaging for the Trade 


ADDRESS ALL INQUIRIES TO MAIN OFFICE 


WAREHOUSES AT 
67-69-7175 FRONT ST.; 37-39-41 OLD SLIP; 38-39 SOUTH ST., N. Y. 5, N. Y. 
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World tea trends 


By W. R. J. DUNCAN, Calcutta Tea Traders Association 


(The world shortage of tea will continue during 1950. 
says Mr. Duncan in this article, excerpts from bis talk as 
vice chairman of the Calcutta Tea Traders Association at the 
organization's recent annual, general meeting.—Ed.) 


Prices in the early months (of 1949) showed a progressive 
decline which was partly to be attributed to the fact that the 
offerings were mainly ‘end of season’’ in liquor and leaf ap- 
pearance and partly to uncertainty as to the intentions of the 
various governments in respect to the quantity to be tendered 
for the Ministry of Food in the United Kingdom. It was 
finally decided that contracts up to a total of 300 million 
pounds would be permitted from India, and of this quantity 
293 million pounds were actually tendered, of which 257 
million pounds was to be delivered from Northern India. 

The export offerings throughout the season met a good 
general demand, with prices generally tending upwards, 
though fortunately not to the extent to which limited offer- 
ings forced the Colombo market. You will be aware that 
the government of Ceylon limited the amount which was 
permitted to be tendered to the Ministry of Food to 130 
million pounds, but even this quantity reduced the avail- 
ability of offerings in Colombo, and they have constantly 
bcen well above Calcutta levels. 


Internal consumption 


The offerings of tea for internal consumption have been 
scanty throughout the season and have mainly consisted of 
common and low medium sorts. This reflects the policy of 
the government of India in encouraging exports to the best 
of their ability and the release of an export quota for the 
whole of India of 435 million pounds, which represents the 
full 125 per cent of the standard exports permitted under 
the current International Restriction Scheme. 

The dust offerings throughout the year met a good demand 
and prices were satisfactory to sellers, with the total average 
price just about the same as that of the year before. 

One most undesirable feature which ts worthy of com- 
ment is the market in export quota. This has unfortunately 
again attracted the attention of speculators who have no in- 
terest in the tea industry and as a result of this an entirely 
false position has been created, especially in South India, 
where producers are finding difficulty in securing export 
quota except at extended rates. This matter has, however, 
been brought to the notice of the Central Tea Board and it 
is hoped that the government of India will be able to take 
steps which will eradicate this deplorable speculation. 

In fairness to all concerned, I would like to state that 
producers are not very concerned with the origin of the 
chests they use, provided they are of high quality, but un- 
fortunately locally-made chests have often been most un- 
satisfactory, and they prefer foreign chests whose reliability 
has been established. A number of complaints have been 
received in regard to indigenous packages, many of them 
from America where good packing is somewhat of a fetish 
and chests which have developed wood borer infection are 
not well received 

I will turn now to the future. We are at present with 
no knowledge of the intentions of the Indian and Ceylon 
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governments and of the British government in respect to 
supplies for Great Britain in 1950, but it is generally ac- 
cepted that there will be a continuation of bulk purchase, 
possibly on a revised cost basis. It has been suggested that 
the government of India may permit the export by direct 
contract of 250 million pounds from India North and 
South, and that anything over this quantity required for 
the United Kingdom will be secured through the Calcutta 
or Cochin auctions. 

It is anticipated that the crop in 1949 for Northern India 
will reach a figure of 475 million pounds, so that at least 
250 million pounds should be available for export to out- 
markets from Northern India and for consumption in this 
country during 1950. 


Official estimates 


The official estimates as to production in Java and Sumatra 
indicate that in 1950 77 million pounds of tea will be pro- 
duced, as compared with an estimate of 53 million in the 
current year. These estimates depend, of course, on security 
in Indonesia and upon blister blight. This disease has 
not yet become apparent in Java though it has been found 
on some Sumatra estates. 

It appears that no material increase in exports can be ex- 
pected from East Africa and the situation in China renders 
it very difficult to estimate what quantity of tea will be ex- 
ported from that country next year, and this will depend 
solely upon the new Chinese Communist government, which 
at present does not show any enthusiasm with regard to trad- 
ing with foreign countries. 

You will have heard that the Ministry of Food in the 
United Kingdom recently raised the tea ration from two 
ounces weekly per capita to two and a half ounces. It has 
been stated that a personal ration of two ounces tor Great 
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E. M. Pinto (lower left), of Toledano & Pinto (America), Inc., New 
York City, during a visit to Japan en route to India, Ceylon and 
Morocco. Others from left are: S$. Saigo, managing director, 
Shizuoka-ken Export Tea Association; F. Ishi, tea manager, Isaac |. 
Hazan, Tokyo; and P. A. Bickart, managing director, Oppenheimer & 
Cie., Ltd., Tokyo. Mr. Pinto offered a Shizuoka tea trade gathering 
three suggestions: |. Advertise Japan tea in the United States, to 
keep it from being entirely forgotiem 2. Make as much good quality 
black tea as possible; 3. Make good quality Chun-Mee and Sow-Mee 
style teas, as good as China greens, for North Africa. Formosa, 
which is going to make green tea, too, will offer competition. 
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Normal tea crop at more reasonable prices 
possible in Japan this year, says Ahrens 

Barring bad weather, such as unseasonable frost, the tea 
trade in Japan looks for an opening along normal lines 
about mid-May. Supplies of fertilizer have been ample and 
the quality of the tea should be good. Moreover, a reason- 
able price basis for tea is possible, since agricultural pro- 
ducts generally are selling at lower prices in Japan this year. 

These highlights were pointed up last month in New 
York City by Paul Ahrens, here on a visit from Japan, where 
he is connected with the Shizuoka office of Irwin-Harrisons- 
Whitney, Inc. 

Mr. Ahrens flew to San Francisco via Honolulu, accom- 
panied by Mrs. Ahrens. He was able to take in the regular 
monthly luncheon meeting of the Western States Tea Asso- 
ciation, of which he is a former president. 

Mrs. Ahrens remained on the West Coast, visiting mem- 
bers of the family, while Mr. Ahrens went East to spend 
some time in New York and also to visit the trade in 
Boston and Toronto. 

Mr. Ahrens cautioned that predictions on Japanese tea 
prices are difficult, but he felt that the lower prices for 
other agricultural products might be a sympton. 

Tea producers in Japan have done well, he explained. 
Crops were good last year, and so were prices, stiffened by 
the difficulties in China. 

From June Ist, 1949, to January 31, 1950, Japan exported 
13,209,288 pounds of tea, 3,546,697 pounds to the United 
States and 9,081,431 to French North Africa. 

The sales to Africa are handled largely on a govern- 
ment-to-government basis, implemented by French mis- 
sions under trade agreements designed to encourage the 
flow of goods between the two countries. 

The Japanese, Mr. Ahrens reported, are taking to the 
They cut the paper for the bag by hand, and 
The bays, which contain black 


tea bag. 
do the sewing by hand 
tea, sell at 100 yen for a carton of ten bays 

The country still looks battered, Mr. Ahrens said, but 
reconstruction is proceeding rapidly, 


DATES SET FOR THIS YEAR'S 
NATIONAL ICED TEA WEEK 

National Iced Tea Week will be celebrated from July 
7th to July 15th, according to an announcement made by 
Anthony Hyde, managing director of the Tea Bureau, Inc. 

The expanded activities for the event this year, which 
will include advertising, merchandising and publicity, will 
be revealed at a later date. 


Tarobei Oishi fiies to U. S. on first 
postwar tea mission abroad by a Japanese 

Tarobei Oishi, one of the members of the Shizuoka-ken 
Export Tea Association, Shizuoka, Japan, flew to the 
United States recently on the first visit abroad by a 
Japanese, as a tea man, since the end of the war. 

Mr. Oishi will investigate consumption of Japanese tea 
in the principal tea markets of the United States, par- 
ticularly San Francisco, Chicago and New York. He will 
then go on to North Africa. 

He is expected to bring back facts of vital interest to 
the Japanese tea industry, reports S. Saigo, managing di- 
rector of the Shizuoka-ken Export Tea Association and 
representative in Japan of Coffee and Tea Industries (The 
Spice Mill). 


Reports on tea production in Iran 

Based on a recent survey conducted by the Tea Depart- 
ment of the Iranian Ministry of Finance, the total area in 
Iran planted to tea is now estimated at 21,985 acres. This 
consists of 2,585 acres of plants under three years old 
(not yet bearing) and 19,400 acres now in production. 

During 1948-49, Iran imported 16,220,000 pounds of 
black tea. More than half of this tea, 10,110,000 pounds, 
came from India. Koweit supplied the next largest 
amount, 2,862,000 pounds, and Ceylon was third with 
1,243,000 pounds. 
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“Tea Council’s campaign is best, most forceful tea has ever had” 


By GERVAS HUXLEY, Executive Vice Chairman 
International Tea Market Expansion Board, Ltd. 


Mr. Huxley came to the United States on the Queen 
Mary last month to get firsthand knowledge of the adver- 
tising and merchandising plans worked out by the Tea Coun- 
cil, and he will report on these developments to the Inter- 
national Tea Market Expansion Board. While here Mr. 
Huxley is visiting Boston, Washington and Chicago. He 
returns to England, again on the Queen Mary, early in 


April.—Ed. 


I am delighted to be back in the U. S. A. to be present at 
the start of the Tea Council's campaign, and to be able to 
take back to the tea producers my first hand impressions of 
its outstanding promise. 

I am immensely siruck with the 
enthusiasm for the new campaign 
on the part of all the tea trade 
whom I have seen. I share this en- 
thusiasm to the full, and myself 
consider that the Tea Council has 
obtained the best and most force- 
ful advertising campaign that tea 
has ever had. On top of this, the 
Tea Council is putting behind the 
campaign the whole weight and 
experience of the tea trade and the Tea Bureau, united as 
never before. Finally, the Council is launching the campaign 


at the most propitious time that Tea has enjoyed for many 
years. 

The tea producers and their governments are very happy 
to be playing their full part in this new enterprise of "part- 
nership marketing” which, if steadily and courageously 
pursued, has, I believe, great possibilities for expanding tea 
consumption in the U. S. A. and, with this, for earning 
more of the dollars that the sterling area so urgently needs 
to strengthen its economic front in the fight for a free world. 


Set Tea Association convention 
for October Ist-4th at Greenbrier 

The Tea Association is going back to the Greenbrier, 
White Sulphur Springs, West Virginia, for is convention 
this year, President Robert B. Smallwcod reminded the trade 
in an announcement last month. The daics are October 
Ist through October 4th. 

Grayson Luttrell, executive vice president of McCormick 
& Co., Inc., is again chairman of the program committee, 
and the theme of this year’s convention will be announced 
shortly. 

Edward J. Vinnicombe, Jr., director of the bulk and in- 
stitutional division of McCormick & Co., Inc., and vice 
president of the Tea Association, will once again have over- 
all responsibility for running the convention. 

John A. Pierce, general manager of the Tea Association 
of the U. S. A., will assist Mr. Vinnicombe in the operation 
of the convention. 

James H. Evans, promotion manager of the Wm. S. Scull 
Co., is chairman of the general arrangements committee. 
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Especially The Buyer 
whose responsibility includes the purchase of vari- 
ous commodities in addition to Tea can rely on our 
experienced representatives — who as specialists 


in Tea enjoy the confidence of the Tea Trade. 


IRWIN - HARRISONS -WHITNEY, INC. 


PHILADELPHIA 
TEA 


NEW YORK 


BATAVIA CALCUTTA COCHIN COLOMBO 
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Pokorny named tea manager 
by Holland-Colombo Trading 
William A. Pokorny has been named manager of its tea 
department, the Holland-Colombo Trading Society, Inc., 
New York City, has announced. Mr. Pokorny will oper- 
ate Out of separate offices at 
80-82 Wall Street, in the 
heart of the tea district. 
The Holland-Colombo 
Trading Society, active in tea 
other com- 
modities for many years, car- 


and numerous 
res on a large tea business 
with the Continent and has 
been a growing factor in the 
tea business of the United 
States. 
The firm's head offices are 
in London, and branch offices 
are located in Colombo, Ceylon and Djakarta, Indonesia. 
The fortunate 
in obtaining the services of Mr, Pokorny, who has had wide 
He has been associated with 


company's management believes it is 
experience in the tea industry. 
the trade for 40 years, and during that time has resided in 
all the important tea producing countries, where he became 
familiar with all phases of tea growing and manufacture, as 
did Mrs. Pokorny, who accompanied him on his extensive 
travels and tock a lively interest in the tea business. 

Mr. Pokorny also spent some time in England and Hol- 
land, where he attended the tea auctions. 


He was associated with Mitsui & Co., Ltd., for many 


years. Mote recently, he has been acting as a tea importer 
and agent under his own name. 


Baldwin. of Alex, Lawrie, on visit to U. S. 

Arthur Norman Baldwin, in charge of the London tea 
office of Alex. Lawrie & Co., Ltd., arrived in New York 
City last month aboard the Queen Mary for a month's 
visit to the United States. The voyage, Mr. Baldwin 
said, took the ship through some of the roughest weather 
he has ever experienced at sea. 

Mr. Baldwin, who is well known to the tea industry in 
England, the United States and the producing countries, 
was associated with Balmer Lawrie & Co., Ltd., in Cal- 
cutta for 25 years. He has been with Alex. Lawrie in 
London for more than a year. 

While in New York City, Mr. Baldwin made his head- 
quarters at George C. Cholwell & Co., Inc., agents in the 
United States for Alex. Lawrie & Co., Ltd., and Balmer 
Lawrie & Co., Ltd. 

Mr. Baldwin is also planning to visit Canada. 


“No, No, Nanette!"" becomes “Tea for Two" 

National Hot Tea Week won such publicity for its 
theme song, “Tea for Two,” that Warner Brothers 1s 
switching titles on a movie now in production. 

“No, No, Nanette!" is being changed to “Tea for 
Two.” 

Beane named a vice president by McCormick 

A. Joynes Beane has been elected a vice president of 

McCormick & Co., Inc., Baltimore, Maryland. 


BOUKOURIS 


MEMBER: 


80 BROAD STREET, NEW YORK 4,N. Y. 


QUALITY TEAS 


TEA ASSOCIATION OF THE UNITED STATES OF AMERICA 


& Co... LTO. 


GEO. C. CHOLWELL & CO.. Ine. 


Established 1876 — 73rd Year 


“Whose name is known wherever tea is grown™ 


40 WATER STREET 
4-6 COENTIES SLIP, N. Y. C. 


TEAS 


Agents U. S. A. for Alex. Lawrie & Co., Ltd., London, England; Balmer Lawrie & Co., Ltd., Calcutta, India; 
Betts Hartley & Huett, Ltd., London, Calcutta, Colombo 


Member, Tea Association 


of the U. S. A. 


COFFEE AND TEA INDUSTRIES 


= 
44 


Tea drive's “under pressure" theme 
(Continued from page 39) 
mats which the grocer can use to tie their own ads into the 
national program. 

The grocers are told at the meetings that they can get the 
merchandising materials free from any packer who is con- 
tributing to the promotion fund. 

The sound slide film, “The Case of the Missing Tea 
Bag,” which is being shown to packer salesmen catering to 
the restaurant trade, is designed specifically for these mem- 
bers of the industry. A take-off on ‘‘private eye’’ stories, 
the film shows Sam Shovel, detective, helping a tea salesman 
find out why another tea salesman in a neighboring town 
sells three, four times his own volume. The film, which 
centers on the two-ounce formula for iced tea, is a vivid 
brieting on the background of the formula, its effect on 
restaurant sales, and methods the salesman can use to sell 
his accounts on it. 

Explain costs, profits 

At the meeting, the packers and their salesmen are told 
that the two-ounce formula is the way to meet the compe- 
tition of the short-cut artists—the fellows with the light- 
weight tea bag and the poor quality teas. 

With the two-ounce formula, it is explained, iced tea 
sales are increased by 40 to 200 per cent, at the addition 
of only eight-tenths of a cent to the overall cost of a gallon 
of tea. And this eight-tenths of a cent is wiped out by 
selling one extra glass of iced tea. 

The salesmen are given these hints on handling iced tea 
which they can pass along to their customers: 

“First get your accounts to use an attractive iced tea dis- 


penser. They're real sales boosters. We have many ex- 


amples of restaurants which have more than doubled their 
iced tea business just by using one of these dispensers. When 
the tea is prepared correctly, it’s actually the best point-of- 
sale piece your customer can use. 

“Don't lee your customers store iced tea for longer than 
12 hours. After that it begins to deteriorate. 

“Don't let your customers store tea in a refrigerator. That 
makes it cloud—it doesn't affect the taste or flavor—but it 
looks less appetizing. 

When to make the iced tea 

“Do have your customers make up their iced tea about 
an hour before they plan to serve it. This way it has a 
chance to drop to room temperature and it won't eat up 
nearly so much ice. 

“Recommend the concentrate method for preparing iced 
tea wherever you have a customer who serves over five gal- 
lons of iced tea an hour. This way he can handle his iced 
tea service efficiently and more economically, because it will 
free his personnel for other tasks. 

“Tea must be so/d and it must be serevced. Any of you 
who will take that little extra trouble to do a real sales and 
service job—to tell your customers how to handle this 
product—will be rewarded by more than doubled tea sales 
this summer.” 

Point-of-sale material for restaurants, shown in the film, 
include big iced tea easels. In addition, a salesmen’s bro- 
chure and a formula card are available for the salesmen 
themselves. The brochure contains all the essential infor- 
mation shown in the film and can be used as a selling aid 
on the two-ounce formula. The formula card is a natural 
for posting at the point in the restaurant where the iced 
tea is actually prepared. A package insert exactly like the 
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formula card but on lighter paper is also available. 

Firms contributing to the promotion fund are allowed 
30 pieces of material for each salesman, except for the 
easels, which are being sold at printer's cost. 

On this material and on point-of-sale material for gro- 
cers, companies which do not contribute to the fund can 
buy them at printer's cost—which makes them a very good 
buy, since the Tea Council absorbs the cost of the artwork 
and the plates. 

The slide films are also obtainable from the Tea Council 

at $25 for “A New Leaf for Tea’ and $10 for “The 
Case of the Missing Tea Bag.” 

Apart from other reasons, the right of contributors to 
the fund to get point-of-sale material without charge makes 
it smart for any packer not yet within the fold to become a 
contributor, Packers support the Tea Council with a penny 
a pound on all the tea they sell in this country through re- 
Importers contribute one-tenth of a cent a 


tail channels. 


pound, 


Broader aspects 


As the first salvos in the promotion drive began to sound 


throughout the country, Anthony Hyde, managing director 
of the Tea Bureau and vice chairman of the Tea Council, 
emphasized the broader aspects of the campaign. 

Americans today are turning to tea in a big way,” Mr. 
Hyde stated. 
to its place on the American table and every American who 
drinks tea, iced or hot, will get not only the enjoyment of 
a delicious beverage, but also will have the satisfaction of 
knowing that he is helping to provide the rest of the world 
with much needed dollars, thus building markets for our 
own goods and jobs for Americans in this country.” 


“This campaign should do much to return tea 


World tea trends 
(Continued from page 41) 
Britain requires a total of 410 million pounds and that for 
two and a half ounces 510 million pounds would be re- 
quired, though the latter figure appears to be high. If one 
takes the estimated consumption of the rest of the world as 
345 million pounds, excluding, of course, consumption in 
producing countries, world consumption in outmarkets and 
the U.K. would be in the region of 900 million pounds, 
which is more than the estimated availability as I see it, 
from producing countries. The figures indicate that there 
will still be, in the year 1950, a shortage of tea in the world. 
Competition 

Last year I referred to the increase in competition with 
which tea was faced from alternative beverages and espe- 
cially from coffee in the United States and in Canada. This 
competition still persists and is likely to become intensified, 
though recent advices show that coffee is not so attractive 
from the point of view of price as it was formerly. It has been 
said that devaluation came just in time to render it unneces- 
sary for packers in America and Canada to increase their 
prices to the public, but recently it has been necessary to 
make several increases in the retail price of coffee, and in 
Western Canada coffee is retailing at almost the same price 
per pound as tea, and the same ts true in the U.S.A. You 
will see, therefore, that coffee in the countries which are 
most coffee minded is now a very expensive beverage indeed, 
and the tea trade has a wonderful chance to stage a major 
offensive in propaganda to regain a lot of the ground lost 
to coffee in these countries during the past years, and we 
hope that this will have the earnest attention of the Inter- 

(Continued on page 60) 
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Gone 


q LIP TONS 


Member of the Tea Association of the United States of America 


make Lipton the world’s largest 
tea grower and distributor. 
Today, more people drink 
brisk, full-bodied Lipton Tea, the 
tea that gives you a /ift, than any 
other brand. 


THOMAS J. LIPTON, INC., HOBOKEN, N. J. 


INDUSTRIES 


COFFEE AND TEA 


q 
| | IPTON 


pointed comments by a tea trade dean 
By ROBERT A. LEWIS 
More About Sampling 


Tony is the owner of our village store, which is ably 
managed by his cousin, Tom. Tony told us a few months 
ago that tea drinking never appealed to him, that he never 
used it, nor did he expect to. 

We have been brought up in business to consider “every 
obstacle an opportunity.” 
We therefore offered our 
genial friend a get-acquaint- 
ed gift package of choice 
black tea. 

At first he demurred. 
“Don't waste that nice pack- 
age on me,” he said. “I 
really dislike the taste of tea. 
I've disliked it ever since I 
was a lad of 16.” 

He explained that he had 
been served a cup of tea in his 
aunt's house in Sicily, where 
he was living then. The 
tea was bitter and sour and made him feel ill. 

We urged him, nevertheless, to take the package. He 
accepted it reluctantly, saying he would try it, but he 
didn’t think he was going to like it. 


Robert A. Lewis 


When we saw him a week later, he had not yet opened 
the package, and he was not very warm on the subject. 
So we decided to forget it for a month. 

The next time we saw him he was enthusiastic. “I 
always said, Mr. Lewis, I did not like the taste of tea, 
and that’s what I believed, but now I see I was prejudiced,” 
he explained. “It's been 50 years since I had a cup of 
tea, but the other day, when it was cold and blustery, | 
decided to open the package and try it at least once—and 
was I surprised!" 

Tony shook his head with astonishment. “It tasted 
good! It warmed my body and left a nice, clean taste in 
my mouth.” 

He admitted ruefully he had been missing a lot of 
pleasure for many years. He made it clear that, of course, 
he preferred coffee and would never become a regular tea 
drinker, “like cousin Tom,” but now that he knew more 
about tea he would take a cup occasionally. 


More ‘tea conscious” 

Since he is more “tea conscious,” Tony will undoubt- 
edly remind himself more readily that tea is also one of 
the most profitable items he has to sell. 

This is but one instance that makes us feel that our 
time and effort on behalf of judicious tea sampling during 
the past year has been worth while. We have been able 


to introduce various kinds of tea to numerous people here 
on the Cape, which is, after all, a good tea and coffee mar- 
ket. 
Incidentally, Cape Cod, curving as it does a hundred 
miles out into the Atlantic with a width of less than eight 
(Continued on page 62) 
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ow to turn BLACK PEPPER 


Black Pepper... Norda’s Black Thoughtfully prepared from the 
Pepper, will help you turn your very best East Indian pepper plants, 
products into gold, customer's cash Norda’s Black Pepper will give your 
... because Nordas Oleo Resin specialties that spicy sharpness that 
Black Pepper is the seasoning that turns tasters into customers and cus- 
sells fine products, tomers into profits. 


Use Norda Black Pepper Resin and these other 
quality Oleo Resins in your fine products: 


Oleo Resin Capsicum N. F. (African) 
Extracted from Nigerian Peppers 


Oleo Resin Capsicum (Special Blend) 
. . Superb in Bite and Color 


Oleo Resin Red Pepper (American Capsicum) 
Mild in Bite, deep in Color 
Standard N. F. Grade 
Beautiful Bouquet 


. Pure Jamaica Ginger 


Standard 


Oleo Resin Black Pepper 


For products that sell, and sell again, 
remember the name... NORDA. 


Send for catalogue, prices, and full information 
about Norda Essential Oils, Aromatic Chemicals, 
and Flavor Bases ... send for them today. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO + LOS ANGELES + ST. PAUL + MONTREAL + TORONTO + HAVANA 
MEXICO CITY * LONDON PARIS 
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THE FLAVOR FIELD 


Section of Coffee and Tea Industries, formerly The Spice Mill 


Flavor men gather for convention 


The 41st annual convention of the Flavoring Extract 
Manufacturers’ Association of the U. S. will get under way 
on Sunday, May 7th, at the Traymore Hotel, Atlantic City, 
N. J., and will run through Wednesday, May 10th. 

The convention committee, under the leadership of 
John H. Beach, has prepared 
a program which will be ot 
the utmost interest to all 
flavoring extract manufactur- 
ers, as likewise to allied in- 
dustries supplying the flavor- 
ing products industry, All 
phases of the flavoring prod- 
ucts industry, from the pur- 
chasing of raw materials to 
their processing and the mer- 
chandising of the finished 
product will be thoroughly 


covered during the three days 
of convention sessions. 
The president's report will cover all business activities of 


By JOHN N. CURLETT, President 
Flavoring Extract Manufacturers’ Association 
of the United States 


the association during the past year, policies for the advance- 
ment of the flavoring products industry which have been 
carefully planned, and the results obtained from such policies. 

John S. Hall, Executive secretary and general counsel, will 
make his annual report on legislative activities. Mr. Hall, 
during the past years, has continually pointed out to the 
members of the flavoring products industry our ever-changing 
federal and state tax structure, wherein our antiquated real- 
estate tax has been supplemented with industrial taxation, 
such as capital stock taxes, income taxes, and the newly 
created sales taxes. Over the years there has not been any 
real effort made by the federal government, state govern- 
ments, county governments and city municipal bodies to re 
duce their spending and balance their budgets. The ques- 
tion therefore presents itself as to whether or not these 


(Continued on page 62) 


All flavor phases to be covered by FEMA’s program 


Following is the program for the 41st annual conven 
tion of the Flavoring Extract Manufacturers’ Association 
f the U.S., to be held May 7th-10th, 1950, at the Tray 
more Hotel, Atlantic City, N. | 


Sunday, May 7th 


10:00 a.m. Registration desk open in the lobby 
of the Traymore Hotel 
12:30 p.m. Executive Committee luncheon, fol 


lowed by meeting. 
5:00-6:30 p.m. Cocktail party. 


Monday, May 8th 


9:00 a.m. Registration desk open. Mectings will 
be called to order promptly at the time designated 

10:00 a.m. Rol! call. Reports of officers and stand 
ing committees. Dr. J. W. Sale, Food and Drug Ad- 
ministration, on “Some Recent Administrative Opinions 
ind Court Decisions under the Federal Food, Drug and 
Cosmetic Act of Interest to Flavoring Extract Manu 


facturers.”” Question period. Talk by a representative 
of Merck & Co. 
12:30 p.m. Luncheon, with ladies invited. 


No afternoon session. Boat ride for ladies and non- 
golfers. Golf at the Atlantic City Country Club. 
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Tuesday, May 9th 

10:00 a.m. Report of the Scientific Research Com 
mittee by the chairman, Dr. I. F, Plagge. Talk by Pro 
fessor P. H. Tracy, Dairy Husbandry Department, Uni 
versity of Illinois. The Vanilla Market’, by Ray C. 
Schlotterer, secretary, Vanilla Bean Association of Amer- 
ica. Talk by Paul S$. Willis, president, Grocery Manu 
facturers of America ‘Management, Wages, Prices, 
Profits’, by Hamilton Eams, educational director, Amer- 
ican Economic Foundation. Talk by Ernie Briggs, Jr., 
Dow Chemical Co. Movie, “The Berlin Airlift’, by 
American Airlines. 

12:30 p.m. Luncheon, with ladies invited, 

2:00 p.m. “Human Relations’, by Admiral Fred 
Bell, U.S.N., (retired), deputy director of human re 
lations for McCormick & Co., Inc. “Ethyl Alcohol 
Past, Present and Future Trends’, by A. R. Ludlow, Jr., 
manager, alcohol and chemical sales, U. S$. Industrial 
Chemicals, Inc. ‘Essential Oils”, by H. P. Wesemann, 
president, Essential Oil Association of the U.S.A 
Responsibilitics of Field Sales Management’, by J. J 
Thompson, Chas. Pfizer & Co., Inc. Talk by A. K 
Barta, The Proprietary Association 

Wednesday, May 10th 
10:00 a.m Morning session only. Reports of 


various committees. Election of officers 
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imitation Vanilla Flavor 
Imparts an aroma 
and taste 
similar to that 
of choice 
Bourbon Beans. 
(Imported from France) 
FREE FROM PRUSSIC ACID 
Guaranteed for its 
purity and uniformity. 
Perfect for your 
needs and 
requirements. 


and Use 
with Confidence. 


EXCLUSIVE DISTRIBUTORS 
IN U.S.A. and CANADA 
FLORASYNTH LABORATORIES, Inc 


MAPLEAROME 


. . Imitation Maple 
Flavor Base 


. . Produced main- 
ly from materials of 
vegetable origin, 
this perfect Imita- 
tion Maple Flavor 
Base is a depend- 
able reproduction 
of the aroma. of 
Maple Sap 


"The Essence 


of Good Taste” 


LABORATORIES, INC. cwcaco 6 new - Los ANGELES 13 


DALLAS DETROIT2 MEMPHIS | NEW ORLEANS 13 
.ovVvis 2 SAN BERNANDINO * SAN FRANCISCO 
Florasynth Labs. (Canada) Ltd. —Montreal Toronto * Vancouver * Winnipeg Florasynth Laboratories de Mexico S.A.—Mexico City 
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FEMA research turns up 


By GEORGE M. CHAPMAN, Advisory Committee 


key facts 


Flavoring Exiract Manufacturers’ Association 
of the United States 


Trade conventions are no novelty in any industry. There 
are so many of them that many businessmen look upon at- 
tendance at such meetings as a chore. The thing that can 
relieve the monotony and create new interest is practical 
information that can make money for the members who 
attend. After all, such meetings cost money and as business- 
men the members should be given value for their money. 
Practical information and ideas must be provided so as to 
give real help to those who spend their money to attend. 
When members know that they need help they attend con- 
ventions to obtain that help. Sometimes they do not realize 
that they need help or that there are valuable sources of 
help available. 

About four years ago, the Flavoring Extract Manufactu- 
rers Association set up a research project for the purpose 
of trying to obtain answers to questions on which no au- 
thoritative answers were available. Individual! !aboratories 
working alone could not do the kind of job that was neces- 
A committee was set up consisting of members of 
the association, all of whom had laboratories, equipment 
and personnel needed for the work. The board of govern- 
ors did not restrict the work of the committee and only 


sary. 


suggested certain problems on which they felt information 
needed, 

The committee was organized and a plan of procedure 
wes laid out. Some laboratories had special equipment and 


Was 


had facilities for doing certain kinds of work better than 
the rest. It was decided what work was to be undertaken 
and then a detailed plan was formulated as to methods to 
be used. AIl work in the various laboratories had to follow 
the same exact methods and all operations were carried out 
under strict specifications. This was essential if the work 
of various laboratories was to be compared and results 


checked. 
Complete report 


At each 


established, a complete report has been made of the work 


annual convention since this committee was 


done. These reports show that a large amount of time and 
effort has been put in by the committee and that the char- 


After the first 
report, the board of governors voted to continue the under- 


acter of work done has been outstanding. 


taking 
One problem was establishing data on moisture content 
This work suggested some changes in 


of vanilla’ beans. 


methods of manufacture and also checking and controlling 


ucoholic content. By the end of the second year much 
definite information was available, with such factual data 
that further work was indicated 


It is one thing to think you have a fine product, but the 
real test is what the customers think. To get facts on that 


point, taste testing panels were discussed and it was de 


cided that outside help was needed. To obtain such as 
sistance, the cooperation of the following university profes 
sors was obtained: 


Professor C. D. Dahle, Penn State College 
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ENJOYABLE SOCIAL PROGRAM 
AWAITS FEMA CONVENTIONEERS 

When America’s flavor men gather at the Traymore 
Hotel, Atlantic City, N. J., for the 41st annual convention 
of the Flavoring Extract Manufacturers’ Association, they 
will find awaiting them not only fruitful business  ses- 
sions but a recreation program which should make the 
event memorable. 

The afternoon of Monday, May 8th, the ladies and 
non-golfers will take a boat ride around Atlantic City, 
returning to Captain Stearn’s pier for a good dinner and 
an evening with the entire FEMA membership in a 
private dining room. The golfers returning from the 
Atlantic City Country Club, will be awarded their prizes 
at the dinner by Golf Chairman Frank W. Green, 

On Tuesday, May 9th, card games for the ladies are 
scheduled, with Mrs. John N. Curlett and Mrs. Frank 
D. Nowland in charge, supported by an able committee. 

Tuesday evening the conventioneers will gather for 
the president's reception, including cocktails, at 6:30, 
and at 7:00 the banquet will get underway, with dancing 
and entertainment. 


Professor P. S. Lucas, Michigan State College 
Professor W. H. E. Reid, University of Missouri 
Professor P. H. Tracy, University of Illinois 
Professor G. H. Wilster, Oregon State College 

These men have all made reputations for outstanding 
work in the dairy and ice cream industries, and their as- 
sistance made it possible to have panels of varied experience 
and geographic distribution. 

Many very interesting points have been brought out by 
the tests made and valuable conclusions have been reached. 
Various grades of vanilla beans have been studied and the 
results are all on a scientific basis. Comparisons were made 
on character of flavor and intensity of flavor, using mixes 
of varying composition 

This sort of testing is still going on, and in order to 
broaden the field of coverage two more professors have been 
idded to the distinguished list. They are Professor E. O. 
Anderson, University of Connecticut, and Professor E. L. 
Fouts, University of Florida 

In order to obtain data in the bakery field, the coopera- 
tion of Dr. W. Bradley, of the American Institute of Bak- 
ing, was obtained, and tests of extracts in bakery products 


are being made 


Can this sort of work be of value to the extract manu- 
facturer? Well do you know what changes in the 
amount of extract used per batch should be made by your 


Is it of 


value to you as a manufacturer to have unbiased evidence 


customer when the butterfat content is changed ? 


from competent recognized authorities, who have nothing 
to sell, that certain methods give the best results? Can 


(Continued on page 62) 
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TRADEMARK 


BRAND OF 


CERTIFIED 
FOOD COLORS 


SUBSIDIARY OF STERLING DRUG INC 


170 VARICK STREET, NEW YORK 13, N. Y. 
445 Lake Shore Drive, Chicago 11, II. 


Branch Offices: 


dtlanta, Boston, Buffalo, Chicago, Dallas, Kansas City (Mo.), Los Angeles, Minneapolis, Portland (Ore.) St. Louis 
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“Come 


Are you engaged in the flavoring extract manufacturing 
field, or as a supplier to this field? If so, can you afford 
to miss the annual convention of the Flavoring Extract 
Manufacturers’ Association of the United States, which 
promotes and protects the business interests of this highly 
specialized industry? 

It is not too late to apply for membership and to register 
for the 41st annual convention, which is to be held at At- 
lantic City, May 7th-10th. A warm welcome awaits you, 
and a stimulating, informative up-to-the-minute program 
has been arranged on problems vital to you and your in- 
dustry. 

The gracious hospitality of the Traymore Hotel will 
you the most in And adequate arrange- 
ments have been made to cover the social activities of the 
convention, including a program for the wives of the mem- 


assure comfort. 


bers, who are very much in evidence. 

The enthusiastic support of the members of this associa- 
ticn, who will shortly assemble from all over the United 
States, is conclusive proof that the programs are exception 
ally appropriate. 

No point is gained in repeating the program which ap 
pears elsewhere in pages. A glance at the list of 
nationally known speakers and their subjects will convince 


these 


you it is to your advantage to attend. 

While the subjects are particularly timely, a very definite 
advantage lies in the opportunity to hear and discuss them 
with your fellow members and suppliers. No matter how 
well a subject is covercd by a speaker or a writer, the prob- 
lem of adapting it to vour individual set of circumstances 
Such and 
ample time will be provided for answering. 


suggests questions. aguestions will be welceme 

In this age of technological advances, the Scientific Re- 
search Committee plays an ever increasing important part 
in serving the association members. Its report this year will 


be one of the highlights of the convention. 


“With government regulations piling 


The Flavoring Extract Manufacturers’ Association of the 
United States is composed of a considerable number of out- 
standing firms in this field, and is one of the older trade 
associations, been 
formed more than 40 
ago. It has 
tinuous operation ever since. 

It is to the benefit of every 


having 
years 


been con- 


firm engaged in the making 
of flavors to have a member- 
ship in such an association 
and to take an active part in 
it. As time 
more and more government 
proposed 
the 
unity and cooperation that 

can be had among the various members of the industry 
Individually, a firm cannot 


goes on, with 


controls, regula- 


tions and laws, more 


the better it is for everyone. 
do very much, but with several hundred working together 


with the same view in mind—fair and good laws and regu- 
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and ask the speakers questions about your specific problems” 


By FRANK D. NOWLAND, 
First Vice President 
Flavoring Extract Manu/acturers Association 
of the United States 


If you are a member of the association, you probably have 
your reservation covered by this time and are looking for- 
ward to taking part in the program and to renewing old 
friendships. 

If you are not a member, there is no point in delaying 
longer. Write at once to Frank D. Nowland, Chairman, 
Membership Committee c/o The Geo, H. Nowland Com- 
pany, 23 West Pearl Street, Cincinnati 2, Ohio. Or, it 
time does not permit come directly to the convention and 
sign up there. 

If you are too busy to attend the convention, what about 
that young junior executive you are coaching so care- 
fully? This might be the opportunity to give him more rc 
sponsibility to free you for the convention, Or would his 
attendance in your place be just the thing to round out 
another phase of his training. 


Rector to get Nicholas Appert medal 


Charles L. Smith, chairman of the Nicholas Appert 
award jury of the Chicago section of the Institute of Food 
Technologists has announced that Thomas M. Rector, 
vice president of the General Foods Corp., New York City, 
and chairman of the panel on food, Committee on Equip- 
ment and Materials, Research and Development Board, 
Washington, D. C., has been selected as the Nicholas 
Appert Medalist for 1950. 

Mr. Rector will be awarded the medal at the decennial 
conference of the Institute at the annual banquet, May 
23rd, 1950, at the Edgewater Beach Hotel, Chicago. 


up, cooperation is vital” 


By WILLIAM H. HOTTINGER,,. Jr., 
Third Vice President 
Chairman, Legislative Committee 
Flavoring Extract Manufacturers’ 
Association of the U.S. 


lations for the benefit of the industry, the manufacturers 
using our products, and the public health in general—the 
more chance we each have of doing a better job, with the 
satisfaction that goes with it. 

If your firm is not already a member, why not get in 
touch with the chairman of the membership committec, 
Frank D. Nowland, The Geo. H. Nowland Co., 23 West 
Pearl Ohio, or with the 
attorney and executive secretary, John S. Hall, 1251 First 
National Bank Building, Chicago 3, Illinois. Either will be 
glad to give you full details as to cost of membership and 


Street, Cincinnati 2, association's 


any other pertinent facts you may care to know. 

Also, why not plan to attend the annual convention at 
the Traymore Hotel? A number of excellent speakers will 
deliver papers on matters of vital importance to the industry. 
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YOUR ( 
FLAVOR 


ISA 


TO OUR 
SKILL 


Givaudan offers a great variety of flavors carefully created to 


meet the special demands of the candy industry. 


But we take great pleasure in tackling the tough flavoring problems—the 


formidable kind that call for extra skilk special Knowledge and experience! 


Turn your flavoring problems over to our Flavor Kesearch Laboratories. 
Our expert chemists and technicians have the know-how to 


develop the flavors ideally suited to your needs. 


Ine. 
330 West 42nd Street ¢ New York 18, N.Y. 
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section of the second annual 


flavor extract survey 


Here is the volume-profits-prices-inventory 


Flavor makers 


see good business ahead 


Flavor makers are optimistic about the outlook for their 
business during the balance of this year, compared to last 
year. More than 76 per cent of the firms replying to the 
second annual flavor extract survey said the way it looks to 
them, things will be better. 

This is one of the facts revealed by the survey, conducted 
as a service to the industry by The Flavor Field section of 
Coffee and Tea Industries, formerly The Spice Mill. In 
addition to taking the pulse of the trade on the outlook for 
the rest of the year, the survey checked on trends in prices, 
inventory, volume, profits, raw materials and demand. Raw 
materials and demand are covered in a separate article in 
this issue. 

While 76 per cent of the firms replying were optimistic, 
others were not. A shade under 14 per cent thought their 
business would be worse during the balance of this year, 
compared to last. 

About 6 per cent felt things would be pretty much the 
same—neither better nor worse—and the remaining 4 per 
cent said they couldn't venture an opinion. 

The optimism of the 76 per cent is based, to an extent, on 
expectations, rather than on experience so far this year. 
Among the 76 per cent are firms which have not been doing 
so well this year, compared to last, on volume and especially 
on profits. 

In the main, however, most of the companies replying 
64 per cent—declared their volume so far this year was better 
than last 

This increase was not, however, universally the case. More 
than 13 per cent reported their volume was worse. A de- 
cidedly larger proportion, 23 per cent, said that so far their 
volume was running about even with last year. 

Evidently the increased volume did not in all instances 
bring increased profits. Only 48 per cent of the flavor firms 
replying said their profits so far this year were better than for 
the same period in 1949—despite the fact that 64 per cent 
enjoyed greater volume. 

The explanation for this contradiction becomes clear when 
the veturns are broken down further. Of the 64 per cent 
whose volume went up, there were a number—a little over 
7 per cent—whose profits actually went down. Another 
9 per cent found their profits had remained the same. About 
15 per cent said they didn’t know what their profits were, 
or that it was too early for them to tell. All the others, the 
majority of the group, said their profits had risen with in- 
creased volume. 

As against the 48 per cent with better profits so far this 
year, 29 per cent of all the companies replying indicated 
their profits are worse. In most instances, these were firms 
with decreased volume. But, as has been noted, some were 
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companies with rising volume. In a number of cases the 
profit went down even though the volume remained con- 
stant. 

About 14 per cent of the flavor firms replying said their 
profits were running about the same in 1950 as during the 
similar period last year. The remaining 9 per cent de- 
clared they didn’t know what their profits were. 

There was even one instance of lower volume accompanied 
by higher profits. 

Most of the flavor makers who responded thought there 
would be changes in the next six months in the prices of their 
raw materials. More than 67 per cent held to this opinion, 
against 33 per cent who felt prices would stay where they 
are. 

Almost all of the companies which expect a price change 
think the direction will be upward. Just about half of these 
respondents indicated merely that they look for an increase 
in raw material prices, but 43 per cent jotted down how 
much of an increase they anticipate. These range from a 
high of 20 per cent for a low of 2 per cent, with the average 
between 12 and 13 per cent. 

About 7 per cent of the firms answering the question 
indicated that they looked for a change, but did not say 
whether it would be up or down. Not one respondent 
though, stated that they looked for the prices to drop. 

(Continued on page 69) 


Mmmm! Smiles like this are among the products 
of America's flavoring extract manufacturers. 


ES 
| 
| 
| 
| 
| 
i 
= 
: 
55 
Al 
| 


Ou— 


are cordially invited to visit our new plant: 


4001 GOODWIN AVENUE, LOS ANGELES, CALIFORNIA 


_ Dr. ALEXANDER KATZ & Co. Division of 


& C0. 


New Orleans 13 Dallas 1 


Pittsburgh 22 
Mexico, D. F. 


. ask for free copy. 


Los Angeles 39 Seattle 4 
San Francisco 3 


Salt Lake City Vancouver, B. C. 


Our catalog contains valuable information for you 
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Trends in 


seller, 


Vanilla, top 


raw materials, finished products, 
are spotlighted by the second 


annual flavor survey 


gaining most in popularity 


Vanilla continues to hold-—and_ strengihen—its unique 
position in the country’s flavor extract industry. As a raw 
material, it takes the largest slice of the purchasing dollar. 
As a finished product, it is far and away the best. seller. 
And it is also the flavor which ts increasing most in popu- 
larity. 

These trends are indwated by the second annual flavor 
extract survey, conducted by The Flavor Field section of 
Cotfee and Tea Industries, formerly The Spice Mill. 

This article centers on raw materials and demand for 
finished products. Trends in prices, inventory, volume and 
profits are covered tn another article in this issue. 

Responses to the 1950 survey, heavier this year than last, 
came most heavily from the East. This area accounted for 
46 per cent of the replics. The Midwest was the source ot 
37 per cent of the responses, the Pacific Coast for 12 per 
cent and the South for 5 per cent. 

The questionnaire asked the flavor makers to note the 
flavor ingredients which take most of their purchasing 
dollar, with space allowed tor the names of five materials. 

Vanilla beans lead the tield, with the next nearest ma 
terial quite a way behind. About 76 per cent of the respon 
dents put vanilla beans among the first five, and 62. per 
cent gave them the number one position 

The runner-up, even though some distance back, is also 
a tribute to the popularity ot vanilla flavor. More than 43 
per cent of the respondents listed vanillin among the first 
five ingredients, and tor ¥ per cent of them, it leads the list. 

A citrus oil, lemon, was ranked third by the companies 
replying to the survey. It was listed among the first five by 
38 per cent of the firms, although none of them gave it the 
number one position 
Just about 24 per cent of the flavor makers said alcohol 


3 


was among the five ingredients taking most of their purchase 
dollar. Although this was less than the 38 per cent recorded 
for vanillin, the solvent was noted at the head of the list 
by 14 per cent of the firms. 

Still another material related to the vanilla flavor ranked 
high as an ingredient which takes a big slice out of the 
flavor makers’ dollar—coumarin. This item was listed 
among the first five by 16 per cent of the respondents. 

Slightly under 15 per cent of the firms ranked almond oil 
among the first five, and 11 per cent did the same for orange 
oil. About 8 per cent put peppermint oil in this category. 
The exact status of these oils, and of lemon oil, is confused 
somewhat by the fact that 14 per cent of the companies 
put “essential oils'’ among their five most important raw 
materials dollar-wise, without specifying which oils. 

Fruit flavors were included among the first five 
materials by more than 11 per cent of the companies, with 
specific mention going to strawberry, raspberry, cherry, grape, 


raw 


and pineapple. 


Propylene glycol, too 


won considerable mention 


Another ingredient which 
among the first five was propylene glycol, which was listed 
by 9 per cent of the respondents. 

Other raw materials listed by fewer firms as among their 
top five dollar-wise were cocoa beans, colors, ethers and es 
thers, lime oil, sugar and maple concentrate. 

Among the essential oils, lemon ty the one most of the 
companies buy most heavily. In fact, a somewhat staggering 
93 per cent of the flavor makers answering this question 
put lemon among the two essential oils they purchase most. 

Orange oil, noted by 35 per cent of the firms, was a dis- 
tant second, followed by peppermint with 18 per cent, and 


(Ce ntinued on page 59) 
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Oil of cloves was among essential oils flavor makers buy most heavily. Above: 


Handling cloves on Zanzibar wharfs. 
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Flavorettes 


FEMA Nominations: Jolin Curlett, 


of McCormick & Co., Inc., president of 
the Flavoring Extract Manufacturers’ 
Association, has named the following 
committee to nominate candidates. for 
the organization's board of governors 

W. J. Meyer, of the Warner-Jenkin 
son Manufacturing Co., St. Louis, 
chairman; George M. Armor, of Me 
Cormick & Co,, Inc., Baltimore; and 
William J. Sunn, of the Baker Extract 
Co., Springfield, Mass 

Program Notes: You can add to the 
FEMA convention program in_ this 
issue the fact that Ernie Briggs, Jr, of 
the Dow Chemical Co., will talk on 
“Let's Be Awake.’ 

John H JZeach, convention char 
man, tells us that Dr. F. Plage 
FEMA's research chairman, has com 
pleted a full report on the findings of 
his committee on the manufacture and 
use of pure vanilla extract 

Dr. Paul H, Tracy will report, for 
an entirely different committee, on the 
use of pure vanilla extract in ice cream 

California’s FEMA: (mn the West 
Coast, the Flavoring Extract Manufac 
turers’ Association of California con 
cerns itself with regional problems 

(Othicers are president, \ 
Nicholson; vice president, J. D. Robin 
son: secretary, J. |. Beach, and treasur 
er K. Rickard. A. Evans is a mem 
ber of the executive committee at 
urge, J. W. Leser is chairman of the 
membership committee and S. EO Fri 


berg as) program chairman 


Sutherland-Abbott, 
advertising agency for the 
Schlotterbeck & 
Maine, it was announced recently. 

Buckley, Jr., chief 
accountant for McCormick & Co., Inc., 
of Baltimore, has been appointed comp- 


of public accountants 


certified public accountant 


board of executives 
Quarter of a Century Club: Gustave 
Wohlfort, comptroller of 


tial oils firm, was admitted to the com- 
pany’s Quarter of a Century Club at a 


York Athletic Club 


and board of directors’ 


watch from his fellow employees and a 
saw trom his department 


Tangerine Flavor: 
manufacturers will begin within a few 
months to produce 
bet flavored with the natural tangerine 
puree developed by 
same type of puree, made from 
flavors were tested in school 


lunchrooms, GO per cent of the partici 
pants preterred tangerine 


alad Dressings 
are TASTIER 


when Seasoned 


by FRITZSCHE 


iressings have one th 


BRANCH OFFICES and 


Pa. Sam Francisco, Calif 
FACTORY: Clifton, N. 


PORT AUTHORITY BUILDING, 


76 NINTH AVENUE, NEW YORK 11,N. Y. 


O.. Cleveland, O., Dallas Los Angeles, Calif. Philadelphia 
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Madagascar Vanilla: In 1949 Mada- 
gascar had one of the poorest Bourbon 
vanilla crops in years. This is attri- 
buted to the fact that the weather in 
the main growing regions of the island 
was exceptionally dry. It is impossible 
to give an accurate figure on the area 
devoted to the cultivation of vanilla 
beans The Madagascar Agriculture 
Office points out that since vanilla 
beans are grown on many small and 
scattered holdings, any figure on acre- 
age would be guesswork 

The official estimate of the 1949 crop 
is 125 tons for Madagascar plus an- 
other 50 tons for the Comoros, a total 
of about 175 tons, as compared with a 
1948 crop of over 450 tons. About the 
middle of January the 1950 crop was 
estimated to be at least 400 tons 


Madagascar vanilla-bean stocks at 
the turn of the vear were estimated at 
about 500 tons 

There was considerable vanilla-bean 
movement to France in 1949. Stocks 
in Marseille at the end ot December, 
1949, were probably fairly small be 
cause of large shipments of vanilla 
from that port to Germany and small 
shipments to other European) coun- 
tries 

Vanilla-bean trade with the United 
States, which had practically ceased in 
1948 and the first half of 1949, picked 
up during the second half of 1949, the 
usual buying season for United States 
importers. Vanilla-bean prices, which 
were set by the Government until May 
7th, 1949, tumbled after price liberty 
was restored, and then moved up again 
as the vear came to a close 

From a low of about $4 a kilogram 
t. o. bo in mid-1949, following price de 
control of vanilla, bean prices picked 
up at the end of the vear to more than 
$8 a kilogram delivered at New York 
The f. o. b price at the end of the 
-ear was between $7.50 and $8 a kilo- 
eram 

It has been reported that on Febru 


ary 5th, a evelone hit Antalaha, which 


caused great damage to vines and 
crops. This will probably cut the 1950 
output of vanilla beans about 50° per 
cent It is possible, however, that 
warehoused stocks of the 1949 vanilla 
bean crop were not damaged \V sec 
mad cvelone, on February 13th, center 
ing at Vohemar, may have damaged 
other vanilla plantations and stocks in 
the Sambava area 


Here, there 


Mexico has formally endorsed her 
membership in the Federacion Cafetalera 
Centro America v Mexico, with the pub 
heation of a presidential decree to that 
effect in the Diario Oficial, in which all 
Mexican Government actions must be 
published for enactment 

@ @® Harry Roehm will head the newly 
established Cory Corp. midwest sales 
division, Mr. Roehm, who has been with 
Cory for the past four years, started 
originally doing dealer contract work in 
the New York metropolitan market 
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t troller of the company. Mr. Buckley, 
: a native of Baltimore, came to Me- 
: Cormick three years ago from a firm 
is a gradu- 
ate of the Polytechnic Institute of the 
University of Pennsylvania and is a 
 urrently, 
Ce 
\ 
Br n 
‘ dinner te nor at the 
New addition 
presentation of a government bond, 
Mr. Wohlfort received a gold wrist 
a 
| 
= 
; 
- 
Many popular brands of French, Mayonnaise and other salad 
Common: They are seasoned with 
a De ee | picing specialties developed in our Flavor Research Labora- 
tories to meet exacting flay pecificahons. Such collaboration 
between manufacturer and favor specialist often enables the 
TES? eee former to produce a more flavorful dressing more economically 
Write for rez “ntative list of icing npounds now avail- 
— Est. 1871 
| nother, 9 
\ Ac. 
a 
STOCKS. Atlante. Ga Boston, Mass, *Chicago, Ul, Com 
Lowis, Mo, *Toromto, Canada and *Mexico, D F 
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HERE'S YOUR CONVENTION COMMITTEE 


Chairman of the convention committee preparing for 
the 41st annual conclave of the Flavoring Extract Man- 
ufacturers’ Association is John H. Beach, Southold, 

Working with Mr. Beach as members of the conven- i 
tion committee are Leo Green, Fred Fear & Co., Brook- 
lyn, N. Y.; C. G. Jackson, Polak & Schwartz, Inc., New 
York City; and Robert Krone, Fritzsche Brothers, Inc., 
New York City. 


Vanilla, top seller 
(Continued from page 57) 
lime with 6 per cent. 

Other oils listed in this category by the flavor makers 
were almond, cinnamon and cloves. 

Two of the questions were designed to uncover trends 
in essential oil needs. Most of the flavor makers were, 
however, reluctant to answer these questions, or possibly had 
nothing to answer them with. The responses on these two 
questions, supplied by less than 25 per cent of the firms re- 
plying to the questionnaire as a whole, should be discounted 
accordingly. 

To the query, “For which essential oils do you find an 
increasing need?,” the following oils were noted, in order 
of frequency of mention: lemon, peppermint, almond. As 
for oils for which they find a decreasing need, the flavor 
makers noted orange with considerable frequency, pepper- 
mint with less frequency. 

The inclusion of peppermint oil by some firms as a raw 
material for which they find an increasing need, and by 
other firms as one for which they find a decreasing need, 
demonstrates again that trend patterns can sometimes be 
uneven from one part of the country to another, from one 


company to another. 


Pure — or imitation 


A good deal of agreement exists among the extract manu 


facturers as to which of their flavors is their best seller. 
More than 86 per cent of the respondents voted for vanilla. 

A full breakdown of this 86 per cent might be useful, 
but is not available. About 25 per cent of this group did 
pure vanilla extract’’ as the top seller, another : 


vanilla’ —but the 


indicate 22 
per cent noted the flavor as “imitation 
rest of the group, the largest segment of it, merely stated 
the flavor as ‘vanilla.’ 

Not too far behind in demand 1s lemon 
cent of the firms put it among their best-selling flavors 
Orange and almond jostled cach other for third place, 
with orange getting mentions by a shade under 32 per cent 
of the respondents, almond by a trifle more than 31 per 


About 13 per 


cent. 

Maple, listed by 
flavors in best demand, led the balance of the field 
heels were fruit flavors, among these raspberry, strawberry, 


per cent of the firms as among the 
On its 


cherry and grape. 

Other flavors listed by the extract manufacturers as among 
their best sellers were chocolate, lime, butterscotch, cocoanut, 
ginger ale, root beer and peppermint 

The flavor makers, who had few answers to the questions 
on rising or falling needs for essential oils, were less reluc 
tant to declare which of their flavors are increasing most in 
popularity and which are decreasing most 
Vanilla came through clearly as the flavor which is not 
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IF YOU'RE THINKING OF 


Cullen, 


YOU SHOULD BE THINKING OF 


assured 


satisfaction for your seas- 
oned or flavored food 
product can be achieved 
easily with Spiceolate 
(water-solublized) flavors, 
Essential Oils or Oleo Resins. 


Sotisty yourself —Satisty your customers—Consult D & O 


DODGE & OLCOTT. INC. 


180 Varick Street * New York 14, N. Y. 


ATIANTA - BOSTON + CHICAGO + CINCINNATI « DALLAS 
tOS ANGELES + PHILADELPHIA ST LOUIS SAN FRANCISCO 


ESSENTIAL OILS - AROMATIC CHEMICALS - PERFUME BASES - VANILLA. FLAVOR BASES 


| 
AMERICAN DISTILLED 
Oil 
us 
PRODUCED AT OUR BROOKLYN FACTORY 
CARAWAY CARDAMOM CASSIA 
CELERY CLOVE GINGER 
NUTMEG PEPPER PIMENTO 


Vanilla Beans 
Vanilla Concentrate 
HEADQUARTERS FOR IMITATION FRUIT FLAVORS 


GEORGE LUEDERS & 


"ey 


GEORGE LUEDERS « CO. 


427 Washington Street, New York 13, N Y. 
CHICAGO ¢ ST, LOUIS ¢ SAN FRANCISCO # MONTREAL 


PHILADELPHIA ¢ LOS ANGELES ¢ TORONTO 
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Vanilla Beans ...large supplies of all types and 
grades are kept in stock for 
immediate delivery. Manufacturers who insist 
on the most exacting specifications look to D&O for 


Quality Vanilla Beans and Vanilla products. 


DODGE & OLCOTT. INC. 


INO Varick Street * New York N.Y. 


ESSENTIAL OILS . AROMATIC CHEMICALS - PERFUME BASES - VANILLA FLAVOR BASES 


VANILLA BEANS 


For over 90 years the recognized source 


of supply 
THURSTON & BRAIDICH 


286 Spring St. New York, N. Y. 


only the best seller put also increasing most in popularity. 
It was listed by about 42 per cent of the companies. 

A rather definite trend is visible in lemon, too, which 
was noted by 21 per cent as gaining most in popularity. 
Other flavors listed as answers, in order of frequency of 
mention, were fruit, almond, chocolate and root beer. 

Most of the respondents chose not to answer the question 
on flavors which are decreasing most in popularity. Orange 
was noted by 4 per cent of the respondents, and even less 
frequent mention went to spearmint, lime, pineapple, banana 
and, oddly enough, lemon. 

Vanilla beans, then, rank far in the lead as the raw ma- 
terial on which the flavor extract manufacturer spends most 
of his purchasing dollar. By an even greater lead, lemon ts 
the essential oil which these firms buy most heavily. 

Vanilla, moreover, is the tlavor which is top seller for 
most of the firms—and it is also the one which ts increasing 


most in popularity, 


Admirai Bell elected to McCormick board 
Rear Admiral Frederick J. Bell, U.S.N. (Ret.), deputy 


director of human relations for McCormick & Co., Inc., 
was recently elected to the board of directors. The an- 
nouncement was made by Charles P. McCormick, com- 
pany president and chairman of the board, 


World trends 


(Continued from page 46) 
national Tea Committee. 

One word before I close as to quality. There has been a 
most welcome improvement in the leaf appearance of teas 
from some districts during the past season, notably from the 
Dooars and a decline in the amount of stalk to be seen. I 
know that with the necessity of producing large crops a 
lower standard of grading has been accepted, but quality and 
appearance are matters which are constantly brought to the 
attention of the trade by buyers in such countries as Canada, 
America and Australia 

It is accepted that with costs at their present level satis 
factory results can only be achieved with large crops, and it 
is hoped therefore that in the future increased supplies ot 
suitable chemical fertilizers may be made available to pro- 
ducers to assist in the improvement of the cropping capacity 
of the estates, which will make the plucking of finer leaf 


more economic, 


DAMMANN & SMELTZER 


Incorporated 


Pierre E. Dammann B K A N tay 71 Murray Street, 
Chester A. Smeltzer ’ New York City 
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CODES - BENTLEY'S SECOND PHRASE 


AND PRIVATE 


COFFEE AND TEA INDUSTRIES 


Arerice favors 
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By DR. KARL H. LANDES, President 


Karl H. Landes, Inc. 


Pepper was one of the frst spices known to man. In 
historical documents, it is mentioned as early as the fourth 
century, B. C. 

White pepper, first mentioned by the Greck historian, 
Dioscorides, was generally regarded as coming from a plant 
different from the one that 
produced black pepper. Ot 
course, this isn’t so; white 
pepper and black are pro- 
duced by the same plant. 

The earliest pepper planta- 
tions were on the Malabar 


coast, and from there they 
spread to such locations as 
Mangalore, Calicut and Ma- 
dras. Pepper plants were then 
discovered on the Malayan 
peninsu la, the Sumatra 
islands, Bangka and Borneo. 

We recognize today, commercially, two large groups of 
pepper. The first group is Malabar, which includes all pep- 
per grown in India, except for Tellicheri pepper. The 
second group is East Indian, or Lampong, which includes all 
pepper grown on Sumatra, Java and Borneo. 

The world’s demand for pepper is supplied, in the main, 
from these two groups. 

Borneo pepper is cultivated. It is allowed to mature and 
develop fully, to become what we know as Sarawak white 
pepper. The same process, on Bangka, produces the so- 
called Java Muntok white pepper. 

Some pepper is grown on the border of Burma and That- 
land (Siam) and is known as Siam pepper. Recently black 
pepper was shipped from French Indo-China, and this pro 
duct we call saigon black pepper. 

Botany 

The botanical family of Prper is a very large one, scattered 
over the tropics, and most of the plants that belong to it have 
the aromatic, biting taste so characteristic of black pepper. 

By far the most important plant in this family is Prper 
nigrum, Which yields the dry fruit known commercially as 
black pepper. 

The plant is a woody climber which, in the wild state, can 
attain considerable height. The stem ts at first purplish, 
then dark green, and eventually becomes a half inch thick, 
with many short roots which it uses to cling to its support 

The flowers are tiny, yellowish-green, simple in structure 
and grow on long, spike-like stems. The flowers lose their 
identity very quickly after pollination, the petals becoming 
discolored and falling off. 
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The pepper story 


First of two articles on the history, 
botany and processing of a key spice 


A pepper spike 


When the fruit of the pepper plant starts to develop, it 
is globular in shape and dull green in color, changing later 
to red. The fruits do not ripen at the same time, and some- 
times, on a single spike, all colors and stages of development 
can be observed. A good berry-bearing spike ts about four 
to five inches long and has from 50 to 60 peppercorns. 

How pollination between the male and female flowers 
takes place has not yet been fully determined. Unquestion 
ably, high winds, heavy rains and insects play a part. 

Pepper, a tropical plant, seems to have been cultivated 
successfully between the latitudes 20° north and 20° south. 
It requires heavy rainfall, and also a considerable pe riod ot 
hot, dry climate. 

The plant can be grown from seeds, but almost invariably 
it is propagated from cuttings, a method found to be more 
profitable in starting new plantations. 

The cuttings—which should, of course, come from a good 
strain—are taken from the tops of bearing vines, male and 
female. The cuttings grow very rapidly, and immediate 
support for the vines must be provided. As the vine climbs 
up the support—-a pole on many of the plantations, a tree 
clsewhere—-it 1s tied with soft twine. When the vine reaches 
the top, it ts pulled down and wound around the base, or it 
is cut back. This procedure allows the pepper berries to 
grow larger, for the production of white pepper. 

About six months after the cutting is planted, the first 
flowers appear on the vine, but it takes two to three years 
for a good vine to start bearing fruit. In India, pepper 
vines don't bear until the fifth year. 

A pepper vine which is properly cared for should bear 
fruit from its fifth to its 20th year, giving it a productive 
life span of 15 years. 

A fully grown vine blankets the supporting stake and is 
well provided with spikes entirely covered with berries. 

The berries do not ripen all at once. At first they arc 
dark green, then yellow and finally they turn red. Only the 
red-ripe berries are supposed to be gathered. 

In most parts of the East Indies there are two crops, the 
larger one in August-September, the smaller one in March 
April. Much depends on weather. In India, the harvest 
begins in late December and continues until April. 


Spices had vast effect on history 

No article of commerce in all the history of the world, 
neither gold nor grain, precious gems or iron tools, has 
affected the course of human destiny in any way comparablc 
to the spice trade. The finding and shipping and selling 
of spices have built empires, according to Morris Markey in 
“Spice to Taste’, an eight-page article in the March issue of 
Holiday magazine. 
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FEMA research 
(Continued from page 51) 
you afford to do the sort of work that is here made available 
to you? 

Some manufacturers may think that this sort of work 
tends to make products standard and that all would be 
alike. Nothing can take the individuality away from any 
manufacturer. Facts are being uncovered which all may 
use to improve their own products and methods and also 
to develop new ones. 

If nothing else were to be presented at the convention 
at Atlantic City, May 7th to 10th, but the report of this 


Established 1885 


B. C. IRELAND, INC. 


AGENTS AND BROKERS IN 
SPICES SEEDS TEAS COFFEES 


225 Front Street San Francisco, Calif. 


Specially Processed Egg Products 
for 


Mayonnaise and Salad Dressings 
THE EMULSOL CORPORATION 


59 East Madison Street, Chicago 


——> ORGANOLEPTIC «<—— 


Panel Tests 
Are invaluable in Flavor 
Food and Nutrition Studies. 


Our unexcelled staff with great cumulative experience, 
and ten floors of the most modern laboratories, are at 
your confidential service. 


Write for "Food and Nutrition Studies" 
FOSTER D. SNELL, wc. 


_ Chemists 
Engineers 


committee, it would be worth the cost to any manufacturer 
in the industry. Of course, there will be many other features 
and speakers of national reputation, but this is different, 
and you will agree that something new has been added. 


Flavor men gather 

(Continued from page 49) 
agencies can continue their ever-increasing spending, which 
ultimately results in ever-increasing taxation. Eventually 
there must come a day of reckoning, perhaps not too distant, 
when the taxpayers will arise and demand that spending 
activities be confined in accordance with actual income. 

The members will be addressed at the convention by 
Dr. J. W. Sale, chief of the beverage inspection division, 
Food and Drug Administration, Federal Security Agency. 
He will discuss administrative interpretations and court 
determinations under the Federal Food, Drug and Cosmetic 
Act of 1938, which vitally affects the interests of flavoring 
extract manufacturers. 

Hamilton Eams, educational director of the American 
Economic Foundation, will address the convention on 
Management, Wages, Prices, Profits.” 

Admiral Fred Bell, U.S.N .(retired), director of human 
relations, McCormick & Co., Inc., will address the conven- 
tion on human relations. 

One of the important reports that will be made during 
the convention will be that of Dr. I. F. Plagge, chairman of 
our Scientific Research Committee. 

Professor P. H. Tracy, of the Diary Husbandry Depart- 
ment of the University of Illinois, will report on experiments 
with pure vanilla extract in various concentrates of ice cream. 

A galaxy of additional speakers has likewise been secured, 
and include Paul S, Willis, president, Grocery Manufacturers’ 
of America; Dr. Ernie Briggs, Jr., Dow Chemical Co.; 
A. R. Ludlow, Jr., manager, alcohol and chemical sales, U. S. 
Industrial Chemicals, Inc.; H. P. Wesemann, president of 
the Essential Oil Association; Ray C. Schlotterer, secretary 
of the Vanilla Bean Association; J. J. Thompson, Charles 
Pfizer & Co., Inc.; A. K. Barta The P As: 
tion; and a representative of Merck & Co. The American 
Airlines will exhibit their film “The Berlin Airlift.” 

The convention program schedules three morning sessions 
from 10:00 a.m. to 12:00 noon, and one afternoon session 
on Tuesday, May 9th, from 2:00 o¢lock until 4:00 The 
golf tournament is scheduled for Monday afternoon at the 
Atlantic City Country Club. Two luncheons have been 
arranged for Monday and Tuesday. On Tuesday evening, 
at 6:30 p.m., the president's reception will be held, followed 
by the 41st annual banquet. 


Lewis: "More about sampling” 
(¢ ntiinued frrom Puke 47) 

miles at some points, is a vacationland drawing visitors 

from every state in the union 
If we may be permitted a small, practical reminder, 
packers might well check to see whether their brands of 
high grade cotfee and tea are available for the 1950 sum- 
mer season on the Cape. The big rush begins in June, 
so better get at distribution—if you don’t already have 


it-—right away 


Flavor trade mourns Lothair Kohnstamm 

Members of the flavor industry were shocked at the 
death recently of Lothair S$. Kohnstamm, president of H. 
Kohnstamm & Co., Inc., New York City 

Mr. Kohnstamm died suddenly at his home 


COFFEE AND TEA 


INDUSTRIES 


q 
=o © 
° 
29 W. 15 St. New York 11, N.Y. WA 4-8800 
: 
62 


Making packages “talk” 


F PACKAGES could talk, what would they tell the 

shopper to clinch a sale? 

They would undoubtedly answer the one question in 
the mind of every housewife: Does the product fill my 
particular needs and the needs of my family? 

Any package can be made a “talking” package at the 
point of sale with informative packaging, insists Packages 
& People, Cellophane Division, E. I. du Pont de Nemours & 
Co., Inc. To persuade the customer to buy, the package 
must tell the product's story. What is it? How good is it? 
What size? How much? What's in it? How can I use it? 

Merchandising men know a package must be a self-seller 
if it is to move in self-service stores. Self-service selling 
makes clear, accurate, and descriptive packaging more im- 
portant than ever before. The package—a silent salesman— 
must sell itself to the consumer. It must pique the interest 
of the consumer and vie for sales with hundreds of other 
products. 

The package can sell the housewife by giving her the 
product information she wants to know. 

A survey of 2,000 women by the Grocery Manufacturers 
of America found that 52 per cent always read the copy 
on food packages. In addition, it was learned that 37 
per cent frequently read the copy on food packages; 11 per 
cent sometimes do; and less than one per cent never do. 

Of the ten facts commonly printed on food packages, 
women interviewed read more than six. Percentage of 
women reading each item on the package is shown by the 
following breakdown: 

93 per cent, type of product. 

91 per cent, brand name. 

73 per cent, some indication of quality. 

71 per cent, size of unit or net contents. 

60 per cent, list of ingredients. 

42 per cent, nutritional information 

55 per cent, instructions for use. 

51 per cent, number of servings. 

36 per cent, manufacturer's or distributor's name. 

Since packages are read by shoppers, they provide an 
opportunity to (1) identify the product; (2) inform the 
consumer, and (3) invite the consumer to buy. 

The package that combines quick indentification with a 
strong sales talk serves as a reminder to old customers and 
wins new customers among the millions of new home- 
makers who become buyers every year. When they see a 
package for the first time, it must catch their attention, 
build their interest, convince them of quality and value .. . 
make them want to buy. 

Much of the manufacturer's advertising and promotional 
effort is wasted if the package fails to convince the con- 
sumer at the point of sale. A manufacturer of a multi- 
purpose writing instrument faced this problem. Advertising 
attracted prospective customers to the sales counters, but 
the package failed to clinch the sale. 
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Questioned by the manufacturer, many retailers said they 
had the item in stock but didn’t know what it was. Further 
investigation showed that both retailers and consumers 
were often puzzled. The item was obscured by a black box. 
The package failed to show the product to the best advan- 
tage. It gave no information on what the product was nor 
how it was used. It was a poor salesman. 

Any good product can deliver a convincing sales talk at 
the point of sale if three steps are followed: 

1. Show the product. Use a transparent display package 
to draw attention to the product, create appetite or quality 
appeal, and help the customer in her selection. A colorful 
package with a distinctive design helps do this job and 
also promotes brand identification. 

2. Tell the features of the product. Beat the shopper 
to the draw. Answer her questions before she has a chance 
to think of them. That's one way to convince her of 
quality and value. 

3. Sell the product, Harness the selling power of de- 
scriptive words and phrases. If it is a food, make shoppers 
virtually taste the product before they buy. 

Informative packages tell housewives what they want 
to know. In short, they tell ‘em to sell ‘em. 


Literature explains glass interior coffee makers 


A folder of illustrated literature, blueprints and specifi- 
cations for Amcoin all-glass-interior coffee making equip- 
ment is available from the Amcoin Corp., 1148 Main 
Street, Buffalo 9, N. Y. 

Originally developed for the hospital field, Amcoin 
cotfee makers include a standard self-contained urn, a du 
plex combination, a battery system and a mass production 
unit. 


This new automatic belt conveyor attachment, developed by the 
Stuyvesant Engineering Co., Lynhurst, N. J., will make one of the 
firm's Fillmaster filling machines do the work of two—and do it with 
only one operator. A no can—no fill device stops the filling ma- 
chine if no can is in position to receive the product discharge. 
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PACKING AND FILLING MACHINES 


for BAGS + CANS «+ BOXES 


POWDERED AND GRANULATED PRODUCTS 


(Left) This G-9 single unit 
machine fills by auger 
feeding the product into 
the container—packing with 
a@ desired amount of pres- 
sure from the bottom to 
the top. This machine can 
also be used for filling 
paste products. 


(Above) This G-4 unit 
gross weight scale fills by 
auger feeding the product 
into the container until de- 
sired weight is obtained. One 
operator 
to 10 per minu 
DHG-88 DUPLEX PACKER AND WEIGHER 

(Right) The Duplex Packer and Weigher is very flexible 

accurate. Handles from o2. to Ibs bags, 
cartons, cans or canisters . . 8 to 15 per minute with 
one operator (including checkweighing) Has auto- 
matic transfer from No. | to No. 2 station and auto- 
matic take-away conveyor. 
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Packaging Paper Box 
Machinery Machinery 
DEPT FRANKFORD, PHILADELPHIA 
FILLING @ PACKAGING @ WRAPPING MACHINES 
Subsidiary of Food Machinery and Chemical Corporation 
Exclusive West Coast Distributor 
Anderson-Barngrover Division of FMC, San Jose 5, California 


The SEALTITE 
SYNCHROMATIC 


Produces a BETTER PACKAGE 
from a Standard Paper 
Bag at Big Savings 


Write for Complete Information 


LONSOLIDATED 
FPALAALING MALHINERY LORP 


BUFFALO /F N.Y. 


Joensson & Cross returns downtown 
in expansion move to new quarters 

Joensson & Cross, now a division of the World Com- 
merce Corp., has moved its offices from 500 Fifth Avenue 
to 25 Broad Street. This marks a return to the down- 
town area for the firm, which had various offices for 23 
years on Fulton, Front and Broad Streets. They were 
located at the Fifth Avenue address for eight years. 

The company was founded on January Ist, 1910, in 
London, by its present head, Alfred Joensson. Ten years 
later the firm moved to New York City. 

Mr. Joensson’s 40 years of continuous operation is a 
hard-to-beat record, even in the spice industry. 

The business of Joensson & Cross remains unchanged 
as a division of the World Commerce Corp. 

Mr. Joensson believes that more bartering is inevitable 
if the European Payments Union is not successful. In 
that event, Joensson & Cross will probably be in a posi- 
tion to arrange for shipment of commodities on this basis, 
or possibly to organize “triangular” bartering—a_ three- 
way exchange of commodities. 

As part of its expansion, Joensson & Cross is planning 
to open selling offices on the West Coast and in Chicago. 


Books 


Modern Packaging Encyclopedia 
932 Pages, $5.00 in U.S., Breskin Publications, New York 


Contributions from 84 authorities on every aspect of 
scientific packaging feature the new 1950 edition of 

Modern Packaging Encylopedia,” a reference work pub- 
lished annually since 1929 by Breskin Publications, New 
York City. 

A new feature of the 1950 edition is the profusely il- 
lustrated first chapter, “Packaging Achievements,” which 
reports and analyses successful methods used by 81 of 
America’s largest manufacturers to solve urgent packaging 
problems. 

Other sections provide step-by-step instructions on the 
selection of packaging machinery and materials, the pre- 
testing of package design, the legal requirements of pack 
aging, the treatment of the outer surface of containers, 
and the effective use of package displays to increase sales at 


the point of purchase 


ATLANTIKRAFT 


Cofffeckags | 


12 Sizes in stock for immediate 
shipment ...3 oz. to Ibs. Plain. or 
Printed in one or two colors with 
your Private Design. ATLANTIC 
offers you service and economy! 


ATLANTIC COFFEE BAG CO., Inc.2. 


220 KOSCIUSKO ST + BROOKLYN 16 NY 


COFFEE AND TEA INDUSTRIES 


a, 
| 
i 
- 
| 
| 
) 
| 
j 
j | 
| | 
; | 
| 
| 
Write for Samples and Prices 
64 


P. 


People, Firms 

Continental: The appointment of John J. Kennedy, Jr., 
to the post of assistant treasurer for Continental Can Co. 
has been announced by Hans A. Eggerss, president of the 
company. Mr. Kennedy, formerly on the investment statt 
of J. P. Morgan & Co., Inc., reports to Sherlock Mc- 
Kewen, secretary-treasurer of Continental. 

Gair: Norman F. Greenway, vice president in charge 
ot tolding cartons operations at the Robert Gair Co., Inc., 
New York City, has announced that Gair's Connecticut 
carton division is now known as the folding carton de- 
partment of the Thames River division. 

Located at Montville, Conn. the Thames River division 
of Gair also has manufacturing departments for paper- 
board, for .009 corrugating material and for solid ubre 
shipping containers. 

General Mills: Sale of its line of packaging machinery 
was announced last month by General Mills. Increased de- 
mands on management and plant facilities due to expan- 
sion of the company’s home applisace and contract manu- 
facturing activities made the sale necessary, according to 
A. D. Hyde, president of General Mills’ Mechanical Divi- 
sion. 

Package Machinery Company, Springfield, Massachu- 
setts, purchased the Tray-Lock and Finished-Edge Carton 


SMALL PAPER BAGS 


Set-Up Machines and ice cream cartoning units. Rights 
to the General Mills line of Vacuflow powder fillers went 
to Pneumatic Scale Corp., Ltd., North Quincy, Massa- 
chusetts, rounding out the line of powder filling equip- 
ment manufactured by that firm. 

Ferguson: The J. L. Ferguson Co., Chicago, makers of 
Packomatic equipment, have announced the resignation of 
H. Lyle Green, who was president of the firm. 

Robert C. Ferguson has succeeded Mr. Greene in that 
post. 

New Packages 

Shaker-top: Domino Sugar and Cinnamon is now be- 
ing packaged in a new shaker-top glass container, accord- 
ing to an announcement of Joseph W. Mooney, vice prest- 
dent in charge of sales for the American Sugar Refining 
Co., New York City. 

This is the first time in 25 years that the American Sugar 
Refining has packaged its sugar and cinnamon in glass, 
the pack having been in a fiber-board container since 1925. 

The new container, designed by Dwight Fuerst of the 
Owens-Illinois Glass Co., has blown decorations which 
are simulated enlargements of sugar crystals. 

New Products 

Short Case Sealer: Saving of two-thirds on floor space 
is promised by the A-B-C Packaging Machine Corp., 
Quincy, Ill., with its new A-B-C Automatic Short Case 
Sealer. In one instance, A-B-C says it was able to replace 
an old model machine more than 35 feet long with a new 
unit measuring a little under 12 feet. 


Sewing Head 


FAST—Keyed to the output of stand- 
ard filling and weighing equipment. 
Ec AL P 
ton thread and paper tape. 


EASY TO OPERATE — Inexperienced 
help can be trained to operate the 
machine in a few hours. Light, easy 
work. 


DEPENDABLE—A precision built, qual- 
ity machine designed for years of 
service. 

SEMI-AUTOMATIC OR AUTOMATIC 
—fFor use as one operator machine or 
os part of completely automatic in- 
stallation. 


VERSATILE—Style 60000 DZ sewing 
heod makes the bound-over tape 
closure on this range in sizes of filled 
paper bags. 
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Uses cot- 


Close small paper bags the Union Special way! 
Use the neat, attractive DUBL-TAPE 
CLOSURE produced with Union Special’s 
60000 D machine. It fits into today’s production 
picture. UNION SPECIAL MACHINE CO., 
490 N. Franklin St., Chicago 10, Illinois, U.S.A. 


Union Special 
Lig Closing 
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® ®@ Reservation forms are now going 
out to the trade for the outing of the 
New York City Green Coffee Associ- 
ation at the Shawnee Inn, Shawnee-on- 
Delaware, Pennsylvania. The recrea- 
tion program — golf, tennis, skeet 
shooting, boating, bridge, dancing and 
more golf — sounds good. So good, 
in fact, that some reservations are al- 
ready in from coffee folk in New Or 
leans! 
® 8 Byrne, Hendrickson & Co., Front 
Street green coffee firm, has been dis- 
solved. A new firm has been estab- 
lished, Byrne, Delay & Co., with the 
same offices at 104 Front Street 

Partners in the new firm are Victor 
Byrne, John Delay, William B. Frank, 
Alfonse Muller and Edwin Walker. 

Nelson Hendrickson, who was con- 
nected with the old concern, has be- 
come associated with Walter K. Leder- 
haus & Co., cotfee brokers and agents, 
as a tull partner 
With offices as handsome as the 
ones Hoffman & Hamilton have. set 
up at 103 Front Street, nothing but a 
grand opening would do to introduce 
the headquarters to the trade, That's 
what this firm arranged jast month, 
and it turned out to be a real gather 
ing of the coffee traternity, starting at 
four m the afternoon and running on 
until seven 
8 @ The Chas. S. Washor Co. is now 
in the beginning stages of removal 
trom 86 Beekman Street, New York 
to 383) Third) Avenue, Brooklyn, an 
operation which will take three to 
tour months because of the great 
amount of equipment involved 

The removal, which is the result of 
expanding business, will put the Chas 
S. Washor Co, in a much larger plant, 
comprising 55,000 square feet, well situ 
ated with respect to dravage and hand 
ling and equipped with modern ma 
chinery throughout, placing it in a 


Jabez Burns & Sons, Inc., last month 


better position than ever to serve the 
trade and allowing it to make claim 
to the largest trade-roasting facilities 
in the country. 

Bill Martyn, assistant to Elmer 
Florance, secretary of the New York 
Green Coffee Association, for more 
than two years, is leaving to join up 
with a coffee firm, L. Neugass & Co., 
Inc. 

@@ The Carl Borchsenius Co., Inc., 
moved early last month to new and 
larger quarters at 89 Front Street, 
where the company will be in a better 
position to serve the trade. Opera- 
tions, as before, will include represent- 
ation of shippers in all the major cof- 
fee-producing areas. 

The staff, too, remains unchanged, 
with Carl Borchsenius and Torben 
Nielsen, partners, supported by Paul 
Zimmerman in the selling end, 

Mr. Borchsenius, who has spent al- 
most 30 years in the coffee business, 
is a well known figure on Front Street, 
where he has “been around” since 
1940 

Mr. Nielsen, equally well known in 
coffee circles, has been active in the 
industry since 1935, when he. started 
with Hard & Rand, and has spent 
considerable time abroad and in South 
America 


8 8 Visitors to this country are Mr 
and Mrs. Pedro Barreiros and family, 
who arrived here on the Moore-Mc- 
Cormack liner Brazil. Mr. Barreiros, 
partner in the Santos coffee firm of 
Leite Barreiros SA, is dropping in on 
his friends in the trade here before de- 
parting for Europe on the Queen Mary 
late in April. During his stay in New 
York Mr. Barreiros is making his 
headquarters with the firm’s Eastern 
representatives this country, the 
Abella Co 

ee J. L. Robinson, vice president of 


was elected treasurer of the New York 
and New Jersey branch of the Na- 
tional Metal Trades Association at 
the organization’s annual dinner meet- 
ing in the Hotel Statler, New York 
City. 

Others elected were Norman L. 
Rowe, president, and Warren W. 
Walker, vice president. 


s 8 Francis M. Kurtz, of the Ameri- 
can Coffee Corp., retiring president 
of the American-Brazilian Association, 
last month was given the Cruzeiro do 
Sul (Order of the Southern Cross), 
with rank of officer, by Brazil’s consul- 
general here, J. B. Berenguer-Cesar. 
This award, the highest Brazil can 
vive a foreigner, was presented at the 
association's annual dinner meeting in 
the University Club, New York City, 
to honor Mr. Kurtz’ services, as head 
of the association, in furthering good 
relations between the United States 
and Brazil. 


Henry P. Thomson, Inc., tea im- 
porters, are moving their offices from 
99 Wall Street to new and_ larger 
quarters at 120 Wall. 


@eThe Tea Association of the 
U.S.A. which has been located at 82 
Wall Street, is closing this office and 
moving uptown. Temporary head- 
quarters have been opened in the Cha- 
tham Hotel, 48th Street and Vander- 
bilt Avenue. 

@ 8 The bowlers, heading into the 
home stretch, stand at this writing, in 
yames won, lost and points, as follows: 
Slover—45, 21, 62; Miller Transporta- 
tion—42, 24, 58; Force—39, 27, 52; 
Byrne, Hendrickson—40, 26, 51; A&P 
—37, 29, 48; Holland House—36, 30, 
48; Cosmopolitan Shipping—33, 33, 46; 
Old Dutch—34, 32, 44; Leon Israel— 
32, 34, 43; Rivoli Trucking—32, 34, 43; 
Savarin—32, 34, 43; Aronco—32, 34, 42; 
Ehrhard—29, 37, 42; Hard & Rand— 
35, 39; Brookhattan Trucking— 
30, 36, 38; Arbuckles Jay St. Terminal 
—26 40, 35; Holland American Lines 
—22, 44, 30; Schaefer Klaussmann— 


95 Front St. 
“Laticlave” 


Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


| 
| 


Cable Address: 
“CAFEDON"” 


NEW YORK 


W. J. DONOHUE & CO. 
Coffee Brokers and Agents 


102 Front St. 


BALZACBRO 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. 


59 PEARL STREET Coffees 


Geck Trading Corporation 

Mexican —Santo Domiago— Ecuador 

Guatemalan—Venuezuelan 
Cuban— Afriea 


“REATURN” 
104 FRONT ST 


NEW YORK 


REAMER, TURNER & CO. 


Brokers and Import Agents 


COFFEE 


NEW YORK 


COFFEE AND TEA 


INDUSTRIES 


sas... 
14. 28 
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99 FRONT STREET 


A. J. O'LOUGHLIN 


NEW YORK 5 


GEORGE P. BOTT & CO. 


COFFEE BROKERS AND AGENTS 


| 79 Wall St., New York © Tel. WHitehall 4-8442 | 


Agents for 


SOC. RIO PRETO DE CAFE, LTDA. — 


SANTOS 


W. H. LEE COMPANY 


COFFEE 
BROKERAGE 


COMMISSION 


switeecom” NEW YORK rronr sr. 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE, INC. 


J. A. Medina Company . 
New York 


Specializing in 


MEXICAN-CENTRAL AMERICAN 
| COFFEES 


Established 1880 


80 Wall Street 
Phone. WH 4-4062 


KIVUS & OCIRUS 


CamBRON WEROTTE & Co., INC. 
| Cables CAFRUKI 


from Belgian Congo 


Agents for: 


STE. DES CAFES DU RUANDA URUNDI ET DU KIVU 
COSTERMANSVILLE, BELGIAN CONGO 


A. L. RANSOHOFF Co., INC. 


NEW YORK | 


Cable Address 
‘RANWILLIG” 108 Front Street | 


| 90 Front Street 


J.E. Carret & Co, Inc. | 
IMPORTERS COFFEE JOBBERS | 


New York 5 


CHARLES F. SLOVER & Co., INC. 


Coffee 


NEW YORK 


TEL: WHITEHALL 4-8182 109 FRONT STREET 


- George W. Lawrence & Co., Inc. | 


| 106 FRONT STREET 


COFFEE 


COMMISSION 
MERCHANTS 


Special Attention to Requirements 


for Direct Importations. 


NEW YORK CITY | 


"WESSEL, DUVAL & CO..Inc. 
Catablished 1825 


EXPORT IMPORT 


Coffee and Cocoa 


CABLE ADDRESS 
HEMENWAY, NEW YORK 
67 BROAD STREET, NEW YORK 4,N.¥Y. 
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By MARK HALL 


8 @ In an effort to explain the con 
tinued dullness in the coffee trade, 
some of the importers and roasters sa) 
they now believe that consumer con 
sumption is off. It may take two or 
more months to know what the definite 
trend is, however. Certain packers ad 


with a tendency on the part of the 
public to turn to bags or cheaper 
yrades 

The small importer is placed at a 
disadvantage when selling the 
present market, because of coffee, sub 
ject to an offer, which is at figures be- 


compaign 


the hardest hit are vacuum packs, 


the quoted prices. Roasters are 


sending their men into the coffee pro 
ducing countries to obtain a first hand 
view of conditions. If consumption is of Irwin-Harrisons-Whitney, Inc., who 


bklwood 


eating 
United States from colonial days to the 
Tea, of course, is included in 
the purposes of 
handling the projection 
and Warren J 
Brands, Ine. 


present 
the 
the 
were 
Stelling, of Standard 


dent 


TrANCISCO Samplings 


Wright and Mrs. 
Wright vacationed in Hawaii for sev- 
eral weeks 
ee The 

tional 
shown 
Restaurant 
ure 
“America’s 


produced for the Na- 
Association and 
the 


Golden Gate 
was the feat- 


meeting of WSTA. 
ot Hospitality,” 
as it is called, reviews the subject of 


habits the 


Guest of honor was the former presi- 
association, Paul Ahrens, 


really off, the decrease might equalize Is visit from Japan, 
shortages where stationed. Paul 
Thus, when the market is quiet, said General Me- 
pinion is on the pessimistic side. Let Arthur a good job, There 
buying pick up and the story could was no carpet-bagging, and American 
change overnight businessmen were allowed no_ special 
As to tea, both broker and packer privileges a result, the Japanese 
seem optimisty The demand is good seemed very Even the school 
sales are increasing Much en children when he walked 
thusiasm is expressed over the Tea the There were 
Councils advertising and promotion many war, but pro 
ducti Green tea shipments 


to the United States are down, but the 
exportable surplus is going to North 
Africa. 

Another guest was L. G. Fenton, re- 
tired tea examiner, who is now living 
in San Jose, and keeps busy at many 
things, among them the breeding of 
fancy tropical fish. With him was the 
present tea examiner, Robert Dick, 
who suggested that shippers and im- 
porters of tea furnish him with better 
means of identifying the tea marks of 
boxes on the docks. 

Ed Spillane, WSTA president, out- 
lined the new million-dollar campaign 
of the Tea Council. 

@ 8 John J. Roddy and Mrs. Roddy 
recently spent a vacation in Death Val- 
ley 

® 8 Carlton E. Corey, of Standard 
Brands, Inc., has made another trip 
for his firm, covering the coffee coun- 
tries of Central America and contact- 
ing local exporters and growers. 
@@ The San Francisco Coffee Club 
held its “tune-up meet,” or what some 
of the boys call the “poor man's con- 
vention” at the California Club. This 
event, always preceeding the annual 
PCCA convention, serves as a practice 
meet for golfers and gives some of 
the younger men with limited expense 
accounts a chance to prepare for the 
day when they can join the big league 
The usual golf, banquet and entertain- 
ment filled the day and evening, and 
it is suspected that some “tuned up” 
for their parts in the entertaimment to 
come at the PCCA event. Cedric 


E. A. JOHNSON & CO. 


COFFEE IMPORTERS AND AGENTS 


BRAZILS * COLOMBIANS + CENTRAL AMERICANS 


166 California Street 


San Francisco Calif. 


WELDON H. EMIGH CO., INC. 


SANTOS — MILDS 


178 Townsend Street, San Francisco 


FOREIGN 


SAN FRANCISCO 


When San Francisco's Foreign Trade Zone No. 3 
was placed in operation in June, 1948, the final 
cog was placed in the wheel of modern facilities 
which gear the Port to world commerce. 

From the day of its opening, San Francisco's 
Foreign Trade Zone found immediate acceptance 
among World Traders at home and abroad as a 
most useful and convenient adjunct to their opera- 
tions. Full information, including rates of wharf- 
age, handling, and storage will be forwarded on 
request. Inquiries are invited. Write to: 


SUPERINTENDENT, FOREIGN TRADE ZONE NO. 3 


SAN FRANCISCO 11, CALIFORNIA 


TRADE ZONE NO. 3 


PIER 45, SHED B 


U.S. A. 


383 Brannan St. 


TEAS 


Import Agents — Brokers 


THE G. S. HALY CO. 


San Francisco, Calif. 


Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 


AND TEA INDUSTRIES help you. 


ZIEL & CO., INC. 


IMPORTERS & EXPORTERS 


Quality Coffees—Venezuelas & Central Americas 


149 California Street 
San Francisco I1, Calif. 


Cable Address: "“ZIELCO" 


Established 1849 


COFFEE AND TEA 


INDUSTRIES 
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Sheerer, of Ruffner, McDowell & 
Burch, Inc., was chairman of the com- 
mittee handling the arrangements 
Other members were Vernon Aldrich, 
of Haas Bros.; Douglas H. Wood, of 
J. Aron & Co., Inc.; Jack Schimel- 
pfing, of S. L. Jones & Co.; and Tom 
Duff, of Leon Israel & Bros., Inc 

# @ Irving H. Granicher was recently 
elected vice president and director of 
the California Packing Corp. He has 
long been associated with the com 
pany and recently was general sales 
director. He is a member of a family 
which has dist'nguished itself in’ the 
business world of San Francisco. They 
include Walter O. Granicher, of Leon 
Israel & Bros., Inc.; Burten C. Gran- 
icher, of McCann Erickson, Inc.; and 
Mrs. J. H. Mohr, library commissioner 
of San Francisco. 

8 ® Clifford V. Nolan, attorney for 
the Bank of America and brother of 
Hamilton Nolan, New York represen- 
tative of the S. F. Pellas Co., died re 
cently in San Francisco 

@ Edward Bransten spent some 
time in March looking over the coffee 
situation in Central America and in 
other coffee producing countries 

ees fj. A. DeArmond, of J. A. Folger 
& Co.; T. C. Wilson, of Hills Bros 
Coffee, Inc.; H. F. Gavigan, of B. ¢ 

Ireland, Inc.; George Thierbach of the 
Jones Thierbach Co.; and Roy Farmer, 
of Los Angeles, were among NCA 
directors who recently met in’ New 
York to attend a meeting of the 
board. W. E. Waldschmidt, of Otis 


Flavor makers see good business 
(Continued from page 55) 


In most instances, the flavor makers will absorb part of cases, is considered 


McAllister & Co., Los Angeles, was 
appointed to the hotel and restaurant 
committee, George Thierbach to the 
brewing committee. 

@ 8 Adrian J. Falk, of S&W Fine 
Foods, Inc., retiring president of the 
San Francisco board of education and 
the community chest, was honored at 
a luncheon given by the San Francisco 
Commercial Club. Tribute was paid 
to his long record of community 
service. 

® 8 The possibility of using atomic 
energy is being considered by the 
American President Lines. President 
George Killion states: “While plans 
for these new combination passenger- 
cargo vessels have not been drawn, the 
fact that the Atomic Energy Commis- 
sion has indicated that atomic powered 
vessels may soon be a reality has 
caused our ship planners to give seri- 
ous consideration to this new method 
of propulsion for our round-the-world 
ships.” 

Walter Hellyer and Mrs. Hellyer, 
of Hellyer & Co., Chicago and Shiz- 
uoka, Japan, will be in San Francisco 
in May enroute to Japan for the open- 
ing of the tea season Ed Spillane, 
of the G. S. Haly Co., will be their 
host. His company ts the representa- 
tive of Hellyer & Co. on the coast 
Ed states that it 1s the third genera- 
tion of Hellyers actively operating the 
company bearing their name. 

8 @ The board of directors of the 
WSTA met to work out a plan of co- 
operation with the Tea Bureau, who 


sent out men from their own organ- 
ization, the Tea Association, and the 
Leo Burnett agency. Plans were 
worked out for a lunch and dinner 
meet with the grocery trade and tea 
salesmen. The advertising and mer- 
chandising plans of the Tea Council 
were outlined. This is all part of a 
campaign covering markets all over 
the United States and is a result of 
the million dollar fund to promote tea. 
@ es The Indian government at New 
Delhi announced the appointment of 
Mulk Raj Ahuja as consul general of 
San Francisco. The new consul re- 
cently served as trade commissioner 
for his government at Toronto, Can- 
ada. 

@ @ Harry D. Maxwell made a trip 
to New York on business last month. 
It is also reported that Jo Bransten 
was there about the same time. 

@ @ The General Foods Corp., Max- 
well House Division, is now roasting 
coffee at their new plant in San Lean- 
dro, California Also housing the 
manufacturing equipment of other 
products, the building contains 200,000 
square feet of space and is situated on 


a 27-acre tract. The building is of 
concrete and steel and covers three 
acres. The very latest Jabez Burns 


roasting equipment has been installed 
The transfer of the Maxwell House 
Division from Los Angeles was made 
because of the better position of San 
Francisco to serve the 11 Western 
states in its territory, and the very 
(Continued on page 71) 


Most of the flavor firms expect their raw material prices 


to go up and look for prices on their finished products to go 
up, too, but to a’ lesser extent. Inventory position, in most 


the increase they anticipate in raw materials prices, in some 


cases they will absorb all of it 


This conclusion is indicated by the number of respondents, 
63 per cent, who see a price rise coming on their finished 
products in the next six months. This proportion ts less 
than the 67 per cent who anticipate price increases on their 


raw materials. 


About 37 per cent of the firms do not expect to raise prices 
on their finished products, the returns show. 

Of the companies which said they expect a price change, 
most—-73 per cent-—merely indicated the direction of the 
trend. The other 17 per cent indicated how much of an in- 
crease they thought it would be. These specific increases 


average slightly under 10 per cent. 


Here, too, on prices of finished products, not one of the 
respondents expected the levels to change downward. 

Most of the flavor makers, 71 per cent, reported their 
inventory position as normal. A little over 19 per cent 
declared their inventories were high, and the others, about 
10 per cent of the respondents, considered their inventories 


low. 


To sum up, most ot the country’s flavor makers have en- 


normal. 


Fruit, syrup makers 
to meet May lth, 
after FEMA convention 


The one-day annual meeting of the National Fruit & 
Syrup Manufacturers’ Association will take place at the 
Traymore Hotel, Atlantic City, N. J., on May 11th, fol- 
lowing the FEMA convention. 

The long-established National Fruit & Syrup Manufactu- 
rers’ Association consists of firms which make flavoring 
syrups for use in ice cream, toppings on sundaes, and for 
the flavoring of milk, malted milk and the like. 

Three outstanding speakers will address the annual 
meeting on questions of outstanding importance to this 
field, according to William H. Hottinger, Jr., of Bowey’s, 
Inc., Chicago, chairman of the legislative committee and 
past president of the organization. 

“This association has done outstanding work over a great 
many years in protecting the rights of manufacturers of 


joyed a better volume so far this year than last. A shade meritorious and wholesome products,” Mr. Hottinger de- 


under half of them have also chalked up better profits. The 
great majority look for the balance of the year to be better 


than last year. 


APRIL, 1950 


clared. “It has contributed in no small way to the excellence 
of many of the products offered by the various members to 
the industries using them.” 
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bw Orleans Vote 


By W. McKENNON 


The New Orleans Board of Trade 
at a recent meeting voted to resume the 
monthly luncheon meetings which 
discontinued during the war years 

Wilmer T. von Gohren was appointed 
chairman of the luncheon and speakers’ 


were 


committee and will serve through 1950 
with Albert Hanemann, of the Brazilian 
Warrant Co., Inc.; J. T. Leonhard, Pan 
American Life Insurance Co.; W. D 


Koussel, and Murray Squires 
Members of the New Orleans Board of 


Trade and their invited guests are wel 
come to attend these informal luncheon 
meetings held on the Exchange floor, 


featuring short speeches of especial in 
terest to the group 

The meetings will be held on the third 
Tuesday of Scheduled for 
the first meeting April 18, is a talk 
by Mayor deLesseps Morrison 
@ @ Jayme de Paula, export manager of 
Gabriel de Paula and Cia, Ltda., Santos, 


each month 


with Mrs. de Paula, arrived in New Or 
leans early in) March aboard the Del 
Mar. While here Mr. de Paula’ con 
ducted business at the offices of Felix 
Vaccaro, their New Orleans represen 
tatives. While in the States, Mr, and 
Mrs. de Paula will visit in Chicago, San 
Francisco, Los Angeles and New York 


@ @ Albert J. Breaux, Sr.. New Orleans 
branch manager of Steinwender, Stoffre 
gen and Co was in New York dur 
ing March, the home office and 
his many friends in the New York trade 


visiting 


Kdward Sonnerfield of the Esco 
Coffee Co., Cincinnati, visited briefly in 
New Orleans on his return from Guate- 


mala 

® @ Friends in the trade here were sad- 
lened recently by the death of Robert 
John Morris. Mr. Morris is the father 
of Joseph Morris, of C. FE. Bickford and 
Co, New York 

@ @ Davil Kattan has appointed 
Chairman of the International Delegates 
Committee for the Fifth Mississippi Val- 
ley World Trade Conference to be held 
in New April 20th and 21st 
Plans are being made for a conference of 
vital interest to shippers and a number of 
buyers have expressed their intention of 
attending 


been 


Orleans 


@ 8 Mr. and Mrs. Jack R. Aron, of New 


York, following their usual custom, 
spent the carnival season in New Or- 
leans. They were accompanied by their 


friends, Mr. and Mrs. Stephan Stroock 
While in New Orleans, Mr. Aron made 
his headquarters the office of J. Aron and 
Co., Ine. 


® @ Harold C. Jackson, district office 
manager of the U. S. Department of 
Commerce in New Orleans, reports that 
for the first ten months of 1949, the Port 
of New Orleans ranked in the 
nation in foreign trade dollar value. New 
Orleans’ import dollar value was $351,- 
800,000, second only to New York's $1,- 
854,100,000, During the period New Or- 
leans experienced an increase of $21 800,- 
000° in its water-borne trade 
and of $4,900,000 in imports over the same 
period in 1948. The green coffee im- 
ports for the full year of 1949 came to 
5,374,822 bags through the Port of New 
Orleans 


second 


exports im 


@ @ Parks Pedrick of the Mississippi 
Shipping Co., left for a visit with their 
travel agents in St. Louis, Kansas City, 
Omaha, Minneapolis, and De- 
troit 


Chicago 


8 @ Gordon Atha, after a few weeks in 


New Orleans, returned to the offices of 
J. A. Folger and Co. in’ Kansas City 
Mark Walters of the same company 


here, has returned from a trip through 
Central America and Mexico City 


8 @ Visiting in New Orleans through 
the month of March, Antonio Kattan, of 
Antonio Kattan and Co., San Pedro Sula, 
Honduras, is making his headquarters at 


the offices of his son, David Kattan. 
8 @ The New Orleans Board of Trade 
has signed a contract with architects 


Mathes and Bergman for 
Exchange Building to be erected 
at their present location on Arcade Place 
The present structure, built in 1881, will 
be demolished and in its place will be 
erected a 


Fav rot, Reed, 


a new 


modern one-story 


signed along functional lines. 


building de 


® ® Friends are congratulating Mr. and 
Mrs. W. L. Carter on the birth of their 
son, Who arrived February 15. Mr. Car- 
ter is secretary of the New Orleans 
Board of Trade. 


Southern California 


By ANDREW S. MOSELEY 


@ 8 The board of directors of Haas- 
Baruch and Co., packers of Iris Coffee, 
named Robert Triest as the new presi- 
dent, succeeding the late Karl Triest. Dan 
West was named executive vice president 
and Harold Reynolds was re-elected sec- 
retary-treasurer. 

@ @ The coffee industry in Los Angeles 
added their congratulations to J. A. Fol- 
ger & Co., who recently celebrated their 
100th anniversary. The “centennial cele- 
bration” was held at the Clift Hotel in 
San Francisco, with the opening welcome 
address by J. A. Folger, president. An- 
other Folger Coffee contest is now under- 
way in Angeles, and for the next 
three months representatives will be ring- 
ing doorbells and making it possible for 
the housewife to win some of the West- 
inghouse electrical prizes. 

@ @ Hills Bros. Coffee is in the middle 
of the spring advertising campaign, which 
started the middle of January and is to 
continue through May. Over 500 daily 
newspapers will carry copy showing ac- 
tivity in a bridge or canasta game, a din- 
ner dance, traveling on the train, ete., 
and featuring the words, “Everybody likes 
Hills Coffee.” 

@ @ John Mack, of the E. B. Ackerman 
Co., recently returned from a seven-week 
trip, combining and pleasure. 
John, accompanied by Mrs. Mack, visited 
Guatemala, Salvador and Mexico City. 
8 @ Weldon Emigh and Lou King were 
recent visitors in Los Angeles, calling on 
the coffee trade. 

® ® Bag coffee in mid-March is selling 
off the shelf at 67 to 70 cents per pound 
following a second advance of four cents 
per pound by national chain operators. 
This makes an eight cent increase within 
30 days, and more advances will prob- 
ably follow as replacement coffees be- 
come a reality. Vacuum packed coffee 
prices on the shelf were up about four 
cents a pound, with the average price 
at this time about 83 cents. 

Southern California coffee roasters, 
gathering at the Jonathan Club for their 
monthly meeting, heard from Roy Farmer 
on his recent trip to attend the National 
Coffee Association directors meeting. Roy 
gave an excellent talk in his efforts to get 
more members from Southern California 


Los 


3ros 


business 


to join the National Coffee Association. 
ee THOUGHTS OF THE MONTH 
(Continued on page 71) 


Coffee 
BROKERS 


C. H. D'ANTONIO & CO. 


AGENTS 
304 Board of Trade Annex, New Orleans, La. 


New Address: 


Cable Address: 


COFFEE BROKER 


Telephone: MAgnolia 5711 
Member 


WILMER T. von GOHREN 


306-307 Natchez Building, New Orleans 12, Louisiana 
Cable Address: 


Green Coffee Association of New 
New Orleans Board of Trade, Ltd.; International House 


Dominican Republic. 


WIVGO 


Orleans: 


FELIX J. VACCARO | 


Now in Larger Quarters 


305 Magazine St., New Orleans 12, La. | 
FELVAC 
Special attention to the requirements of roasters’ selections; 
quotations and samples submitted on request. 
REPRESENTING EXPORTERS IN: 
Santos, Rio de Janeiro and Victoria, Brazil; Guayaquil and 
Manta, Ecuador; Managua, Nicaragua; Havana, Cuba; San 
Jose, Costa Rica; San Pedro Sula, Honduras; Ciudad Trujillo, 


Sub-Agent in Principal Markets 


ROASTERS REPRESENTATION SOLICITED 


| 


Phone: MAgnolia 3688 


COFFEE AND TEA 
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Chicago 


By JOE ESLER 
ss The members 
Coffee Club recently 
membership _ roster. 

complete and is unique in one respect, 


of the Chicago 
received their 
The listing is 


namely the coffee color. 


8 Many friends 
formerly assistant 
coffee buyer for Sexton Co., will be 
f his serious illness. 
assis- 


sorry to hear 


Matt Zucco is acting as coffee 


tant. 


® ® Joe Rich, assistant to Tom Webb 
announces the 
This makes two 


Sexton, coffee 


birth of Donna A 


Tony Segretti, 
Frank Sexton, 


kiddies in the Rich household. 


Mike Cortilet, 
for the central territory 
Can Co., has returned from his Florida 


vacation. 
8 8 National 


purchased the 


Archer and Cicero 


time Western 


property for warehousing. 
their lease expires 
take over. Their 


Namara. 


s @ Sieling Urn Bag Co. has in pro- 
three gallon twin 
This new model 
full details are 
company upon re- 
quest. Mr. Sieling reports business is 
good and looks forward to good sum- 


duction a new 


automatic coffee 
is radically different, 


available from 


mer volume. 


8 8 Ollie Corbett, 
Coffee Merchants 
turned from the 
conference at the 
35th annual meeting 
will be held in Detroit this year 


wartime 


secretary 
Association, has re- 
York one day 
Statler Hotel. The 
and trade show 
It is 


manager of sales 
for American 


‘o, will move to 
larger quarters this year as they have 
plant at 
At the present 
Electric is using the 
As soon as 
National Tea will 
present plant will 
then be sold according to H. V. Me- 


reported all booths have been taken 


Seattle 


meeting 


tic Club, 


the Washington 
Branch of the Pacific Coast Coffee Asso- 
ciation was held at the Washington athle- 
The meeting was well attended 


Tea and 


Coffee 


428 So. 7th St. 
Cable Address: 


THOS. M. HAWKEN COMPANY 
BROKERS 


Tea 
St. Louis 2, Mo. 


MILCO, ST. LOUIS 


SIELING NO-BURN 
URN RINGS 


All You Want. 


SIELING URN BAG COMPANY 


927-937 West Huron St., Chicago 


Write— 


APRIL, 


CATALOGS FREE 


1 Cup to 150 Gals. 
TRICOLATOR CO., 1c. NEW YORK |. NY. 


1950 


by both the coffee and allied industries. 


® ® Harold Gavigan of B. C. Ireland, 
Inc., San Francisco, called on the local 
trade, accompanied by Lou Raymer, their 
local representative. Harold then pro- 
ceeded to Vancouver, B. C., and will stop 
over in Portland on the way home. 

® @ Kent Ratcliffe, accompanied by his 
wife, motored to Los Angeles and San 
Francisco and have just returned to 
Seattle. Kent visited the various coffee 
importers in S. F., and says that he had 
a grand time. Mr. Ratcliffe is owner of 


Jordan & Co. public weighmasters, of 


this city. 


San Francisco 
(Continued from page 69) 

fine supply situation. There will be 
no interruption in the supply of cof- 
fee to the trade. Lines to be manu- 
factured include Maxwell House, Yu- 
ban, Bliss, Sanka, Kaffee Hag, and the 
Jell-O desserts. 

The plant is under the management 
of C. W. (Win) Lawson, who held 
the same position when the plant was 
operated in Los Angeles. He has been 
with the company since 1941) and 
originally came from the Hoboken of- 
fice. He outlined the company’s very 
enlightened public relations policy. 
All employes were offered the chance 
to work at the San Leandro plant and 
as much as $300 in some cases was 
paid a worker to transport his family 
north. To those who could not come, 
a liberal termination benefit was paid. 


BETTER COFFEE 


can be made in 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


7 POINT POSITIVE 
WONDER-GLO 


Patented Gos Surner 


THE OWLY RADIANT BURNER HAVING 
FLAMES ON BOTH INNER AND 
OUTER RADIAN NO 


SPOT — USE NO 
COFFEE URNS, STEAM TABLES, ETC. 
THINK 
© Easy to Install 
© Adjustable to 
All Gases 


Degrees Hotter 
@ Less Gas to 


perate 
Protected from 


Combustion 


General Combustion Compan 
1434. N. Wells St., Chicago 10, Illinois 
Inquiries solicited from equipment manutac- 
furers and declers. 


Two hundred people will be employed, 
but so desirable are working condi- 
tions that the company received about 
2,000 voluntary applicants. 

eeFE. E. Hood, of Otis, McAllister 
& Co., spent several weeks on a visit 
to Central America, Charles Howell, 
manager of their Guatemala office, was 
on a visit to San Francisco during the 
same month. 

ee Mr. and Mrs. Jayme de Paula, of 
Sao Paulo, were visitors to San Fran- 
cisco during their honeymoon trip. 
They are visiting the main centers of 
coffee activity in the States, having ar- 
rived in New Orleans on a_ Delta 
steamer and continuing their trip to 
Los Angeles, San Francisco, Chicago 
and New York. They will spend about 
two months in the States before their 
return to Sao Paulo. Mr. de Paula is 
a member of the firm of Gabriel de 
Paula and Cia. Ltd., Santos coffee 
shippers, and while in San Francisco 
he made his headquarters at the Wel- 
don H. Emigh Co., Inc., Pacific Coast 
agents for his firm. 


Southern California 
(Continued from page 70) 
... THE SAN JUAN CAPISTRANO 
AT SANTA ANITA PARK... AND 
THE LINGLES, THE WALD- 
SCHMIDTS, AND LENNY KOPPEL 
NOOR, THE WINNER BY A 
NOSE ... AND CITATION STILL 
THE HORSE OF THE YEAR . 
JOHNNY MACK AND HIS EXPERI- 
ENCES IN MEXICO CITY WITH 
CHARLIE JOSEFE . THE COM- 
ING TRIP TO LAS VEGAS BY 
MEMBERS OF THE SOUTHERN 
GROUP (TO BE REPORTED 
LATER) . . ROY FARMER AND 
WALTER EMMERLING TALKING 
“NATIONAL” AT A ROASTERS 
MEETING . . THE CONFUSING 
REPORTS STILL COMING IN RE- 
GARDS THE GILLETTE INVESTI- 
GATION  . . IS THERE, WAS 
THERE, OR WILL THERE BE A 
COFFEE SHORTAGE? 


S & M URN & REPAIR CO. 
Expert Repairs 
690 No. Sangamon St., Chicago 22, | 


We repair all types of coffee 
brewing equipment. 
Let us hear from you. 


“THE WELL’ 
Headquarters for 
COFFEE MEN 
AL LEE, HOST 

357-359 NORTH WELLS ST. 
ACROSS FROM THE MART 
CHICAGO 10, ILL. 


WITH 


WET STRENGTH 
EVERY SIZE 


vacuum-DRIP- PERCOLATOR 
TRICOLATOR CO. ic. NEW YORK 
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E 
Clean Equipment 
E 
TRICOLATGR © No Danger of 
Blowout 
GN ATURA 


ADVERTISEMENTS 
” $6.00 


CLASSIFIED 

Rates: Single Column ‘/2” $3.50; 1 
2” $11.00; 3” $i$00; 4” $18. 
Situations Wanted: S¢ per word. $1 


UNION 


Established 


CHOICE MODERN 
REBUILT EQUIPMENT 


At Great Reduction 

Mikro 4TH, 2TH & ISH Pulverizers; 
Jay Bee 3AT & UI, Shutz-O'Neill, 
Stedman Mills. 

Jabez Burns No. 35 Coffee Roasters. 

Burns No. 12 Coffee Grinder and 
Compactor. 

Knapp E Adj. to | gal. Wraparound 
& Spot Labeler, (jars with ears). 
Burt Automatic Wraparound Labeler. 
World and Ermold Rotary & Straight- 

away automatic Labelers. 

Day & Robinson Dry Powder Mixers 
and Sifters, 100, 400, 800, 1500 
2500 and 3500 Ibs. capacities. 

Stokes & Smith GI and G4 Auger 
Fillers. 

Triangle SHA auto. Net Weigher 
with adj. S.A. Carton Sealer. 

CAPEM 4-head Capper, 120 per min. 

Pneumatic fully automatic Cartoning 
and Filling Outfit. 

Filler 1, 2, 4 and 8 Head Stainless 
Steel Piston Fillers. 

SIFTERS—Schutz-O'Neill No. 3, Robin- 
son No. 23, Gayco 8 ft., etc. 

Robinson Two-High Roller Mills. 

Package Machy. FA, FAQ, FA2Q, 
Scandia SSUI automatic Wrappers. 

Huhn Steam and Gas Fired Dryers. 

Ertel, Sparkler, Sweetland, Vallez, 
Sperry, Shriver & Johnson Filters. 

Jabez Burns No. 25 Granulator, 4000 
Ibs. per hourly capacity. 

MANY OTHER ITEMS OF INTEREST 
IN STOCK — FULLY GUARANTEED 


Tell Us Your Requirements 


STANDARD EQUIPMENT CO. 
Union 318-322 LAFAYETTE ST N.Y. 12,N 


Roaster 


00 


FOR SALE: Burns 
i-Day Dry Powder 


bag Coffee 
Mixers, 
&-Pneumati« 
machines; 1 
(iluer-Sealer 
ion unit All at price than half 
‘ CONSOLIDATED PRODUCTS 
18-19 Park Row New York 7, N 


ProK SALE rwo -TWO BAG URNS 
IUBILEE ROASTERS IN GOOD OPERA 
ING CONDITION WOODS BROS COFFEE 

MPANY, DRAWER ROANOKE 
VIRGUNEA 

EQUIPMENT WANTED 

Wanted Brightwoo Rox Machines, Spice 
mixe ind Packag Unit Addres Rox 
A. A, Care ¢ THE SPicE MILI 
WANTED — ROYAL COFFE ROASTERS 
ALI SIZES. MONITOR 1 
BURNS ¢ ADDRESS BOX 119 
ARE OF ANI) TEA INDUS 
rRIES 
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American Export Lines 
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Atlantic Coffee Bag Co., Inc 
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Gaylord Container Corp 
Geck Trading Corp 

General Combustion Co 
General Foods Corp 
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Grace Line 

Grace & Co., W. R 

Gulf & South America SS Co 
Gump Co., B. F 


Haitian Coffee 

Haly Co., The G. § 

Hansen, Walter R 

Hard & Rand, Inc 

Haulenbeek Co., John W., Inc 

Hawken Co., Thomas M 

Hill Shaw Co., 

Holland Colombo Trading 
Society, Inc 


International Freighting Corp 
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Isracl & Bros., Inc., Leon 
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Lawrence & Co., Inc., George W. . 67 


Lee Company, W. H. 59 
Lipton, Inc., Thomas J. 
Lloyd Brasileiro 


Lueders & Co., George 


Mackey & Co., C. A 

Medina Co., J. A. . : 
Mississippi Shipping Co., Inc 
Mooney & Son, H. 

Moore Dry Dock Company 


Moore-McCormack Lines, Inc. 
B. 


Muller & Co., I 


National Federation Coffee 
Growers of Colombia 

Nopal Line 

Norda Essential Oil and 
Chemical Co 


Old Ship Warehouse, Inc. 
Ortega & Emigh, Inc. 


Otis McAllister Co., Ltd. 


Pope & Talbot Lines 
Port of San Francisco 


Ransohoft Co., Inc., A. L 
Reamer, Turner & Co 
Ritter & Co., F 


S & M Urn & Repair Co 
Schaefer Klaussmann Co., Inc 


Schonbrunn & Co., Inc., S$. A 
Sieling Urn Bag Co 
Silver & Java Pacific Lines 


Slover Co., Chas. F. 

Snell Inc., Foster D. 
Standard Brands, Inc 
Sterwin Chemicals, Inc 
Stewart Carnal & Co., Ltd 
Stokes & Smith Co 
Swedish American Linc 


Thomson Inc., Henry P 
Thurston & Braidich 
Tricolator Co., Inc 


Union Special Machine Co 
United Fruit Company 


Vaccaro, Felix ] 
von Gohren, Wilmer T 


Well, The 

Wessel, Duval & Co 
West Coast Line, Inc 
Wilhelm & R. 


Zicl & Co., Inc 
Zink & Triest Co 
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HOME OF ONE PRODUCER OF 
OTIS VINTAGE BOURBONS 


LOCATED NEAR MATTAO, SAO PAULO 


VINTAGE BRAZILS 
OTIS MEXICANS 
OTIS COLOMBIANS 


TEAMMATES OF QUALITY 


OTIS McALLISTER 


COMPANIES 


310 Sansome St. 837 Traction Ave. 510 N. Dearborn St. 78 Front St. 321 International Trade Mart 
SAN FRANCISCO LOS ANGELES CHICAGO NEW YORK NEW ORLEANS 
4 13 10 5 12 


ESTABLISHED 1892 


MEMBER OF 


4 
ake 


QUALITY Is Never An Accident 
. . DEPENDABILITY Is Our Habit. 


You roast it, we supply the Green 
J. ARON & COMPANY, INC. 


J.ARON & COMPANY. INC. 


Coffee Importers 


GREEN COFFEES FROM ALL OVER THE WORLD 


NEW ORLEANS NEW YORK SAN FRANCISCO 


NEW YORK Direct Representation NEW ORLEANS 
91 Wall Street SANTOS 336 Magazine Street 
SAN FRANCISCO Rio de JANEIRO CHICAGO 
242 California Street PARANAGUA 404 No. Wells Street 


Offices of Representatives in Coffee Producing Countries all over the World. 


3 
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